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NATIONAL VOICE 


CaSY Ol 


YOUR “OPEN TO BUY” 
YOU FIT ALL SHOES 
WITH % THE 
INVENTORY. 


THE SHELF . . . THANKS , 4 ‘ 
TO NATIONAL PROMOTION 


mi -_— 


WIM §=AND IN 12 
FARM MAGAZINES 


TINGLEY 


DISTRIBUTORS OFFER 








IMMEDIATE SERVICE 
FROM LOCAL 
STOCKS. 


IVY...Selby Arch Preserver’s 


important new tailored pump with 


14/8 heel and a dainty accent of 


white stitching on vamp. In 


HUBSCHMAN’S CALF 


*§507 Flight Blue or Black (in stock) 


. available, too, in all Hubschman colours... 


by The United States Shoe Corporation 


Cincinnati 7, Ohio 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23 . . . Fashion Office: 261 Fifth Avenue, New York 16 








Famous SEAMLESS BACK 


TRADE MARK REG.US. PATENT OFF. 


For Children of All Ages 


AS ADVERTISED IN PARENTS MAGAZINE 


In Stock 4125 

Black Oxford 

with Allenite Tip 

Leather Sole 

64 to 8, B, C, D, & E, 

Spring Heel 

81, to 12, A, B, C, D, E, & EE, 
Spring Heel 

1214 to 3, A, B, C, D, E, & EE, 
Rubber Heel 

Also in-stock in Brown, 

No. 4165 


No seams in back, inside or outside, to rip or tear 


or hurt tender young feet. Quality Craftsmanship, 


combined with fine tailored styling makes Kali-sten-iks 


“A Capital Asset in Your Store.” 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN. 
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A GRAND SLAM! 


(‘tillion, 
FOOTWEAR 


at 22 Goldblatt Stores 


hands down 
over all competition 


("tillion 
FOOTWEAR 


THE COMPLETE LINE 
THE PROFIT LINE 
FOR A GOOD, SOUND 
BUDGET OPERATION 





“On, 
Coming May 1-4 


The Saint Louis 
Shoe Manufacturers Association 


Presents... 


1960 Shoe Market of America 


introducing 
THE MARKET WORKSHOPS 


STATLER HILTON 


Six down-to-work, informative sessions for retailers only 
... bringing together profit-making ideas on marketing 
and merchandising. 


Sunday Evening, May I, 6:30 p.m. 


I MERCHANDISING THE FAMILY SHOE STORE 
II THE MEN’S MARKET — HOW CAN IT BE REVIVED? 
III ADVERTISING AND DISPLAY — KEY TO ADDITIONAL 
DOLLARS FOR THE RETAILER 
Monday Evening, May 2, 6:30 p.m. 
IV CAPTURING AMERICA’S BIGGEST MARKET — CHIL- 
DREN AND TEEN-AGERS 


V HOW CAN THE INDEPENDENT COMPETE SUCCESS- 
FULLY WITH THE CHAINS? 


VI MULTIPLY PROFITS, NOT JUST STORES 


Each of the six sessions will be limited to 50 retailers. Tickets 
will be sold on a “first-come” basis. Cost of cocktails, dinner 
and workshop is $5.00. You may register for one workshop 
each evening. 


To: ST. LOUIS SHOE MANUFACTURERS ASSOCIATION 
1221 LOCUST STREET + ST.LOUIS 3, MISSOURI 


Enclosed is my check for $_ ES for reservations for 
Market Workshop Number(s)...» ==> 
My Second Choice(s)__.__ >» 





NAME — 





~ ADDRESS 
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h M. Bowen 

483, 1221 Locust S# 
St. Louis 3, Mo 
Central 19698 


Robert J. Mcinnis 
360 N. Michigan Ave. 
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Randolph 6-2166 


Harry R. Hughes 
100 East 42nd St. 
New York 17, N. Y. 
Oxford 7-3400 


Gordon Scott 
Gordon Scott, Jr. 
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Liberty 2-4460 


Clarence R. Heyde 

Chestnut & 5éth Sts. 
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SHerwood 8-2000 


Frank McKenzie 
1355 Market St 
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Underhill 1-9737 


L. H. Jackson 
198 S. Alvarado St. 
Los Angeles 57, Calif. 
Dunkirk 7-4337 


John Sangston 

911 William-Oliver Bidg 
Atlanta 3, Ga. 
Jackson 3-679! 
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FLORSHEIM 


puts the PLEASURE into LEISURE... 


Now! not only a new shoe—but a totally 
new concept in shoes—attuned to today’s 
way of life! Softer leathers—smooth or 
brushed; new colors right from nature’s own 
spectrum; new patterns—slip-ons or laced; 
leather soles or rubber! And light—the 
lightest, softest, easiest shoe you ever set foot 
into! Yes! Florsheim has put p/easure into 
"leisure—and into leather—with the Carefree! 


Upper left: The Geneva, 83607, moce- 

front blucher in natural calfskin; in 
olive brushed calf, 83608; in Perfecto 
Brown brushed calf, 83609; in olive calf, 
83610. 


Center: The BELVEDERE, 83003, center 
gore slip-on in natural calfskin; in olive 


calf, 83004. 


Lower left: The Lucerne, 63609, rub- 
ber sole blucher in natural brushed calf 
with smooth calf trim; in olive, 63610; 
in Perfecto Brown, 63611. 


THE FLORSHEIM SHOE COMPANY «+ CHICAGO 6 «+ _ NE 40ES FOR MEN AND WOMEN 


A DIVISION OF INTERNATIONAL & 
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MR. NEOLITE curse Weve done t ain! 


+-NEW IMPROVED, LONGER- WEARING 


Genuine NEOLITE Soles are 
featured on over thirty 
leading brands of 
children’s shoes 


Watch the award-winning GOODYEAR THEATER on TV every other Monday evening 
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THIS “TORTURE TEST” 
TELLS THE STORY! 


The long wear of NEOLITE is 
constantly under test at the State 
Street School, Windsor, Vt. Here 
boys and girls participate in a 
comparison test that is the most 
accurate method of testing wear we 
know. They wear shoes with ordinary 
soles on one foot and new, improved 
NEOLITE Soles on the other. These 
extremely active children put 

the soles of their shoes through 

a real “torture test.’’ They give them 
the roughest possible wear on 
concrete pavements and stony dirt 
playing fields. 


THE SENSATIONAL RESULTS! 


The unretouched photos shown here prove beyond a shadow 
of a doubt that NEOLITE far outwears ordinary soling. The 
ordinary soling is completely worn through. The NEOLITE 
Soling is still intact and good for many more months of wear! 


NEOLITE SOLES FOR CHILDREN'S SHOES! 


Tougher, stronger, more resistant to wear than ever before—that’s the new, improved 

NEOLITE developed by Goodyear especially for children’s shoes. That means that NEOLITE, famous 
for years for its long-wearing qualities, will now be more famous than ever, more 

appealing to budget-minded parents. Yes, you can add extra-special sales appeal to your 

lines of boys’ and girls’ shoes by soling them with this extra-special NEOLITE. 


Get all the facts from your Goodyear Representative. Or, if you prefer, just write to: 
Shoe Products Division, Goodyear Tire & Rubber Company, Akron 16, Ohio. 


NEW IMPROVED 


NEOLITE SOLES “* | 


On it: 


r 


MADE ONLY BY 


OODFYEAR 
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NEOLITE, AN ELASTOMER RESIN BLEND, T.M.—THE GOODYEAR TIRE &@ RUBBER COMPANY, AKROM, OHIO 











( ‘YEOLAC. 


THE BORG-WARNER PLASTIC THAT’S TOUGH, HARD, AND RIGID 


When women's heels took a turn for the tall and thin, flex fatigue, shock-impact and 
heat distortion became serious problems. To overcome these problems, a specific 
new material was developed by Marbon and Borg-Warner research: 
CYCOLAC GS. Heels of CYCOLAC are longer-lasting—they laugh off toughest use, 
and have proved superior to leading competitive materials. Returns are hitting 
an all-time low. New economies are realized because the low weight of 
CYCOLAC GS offers more heels per pound of material. 


Check CYCOLAC GS now! 
CYCOLAC Better in more ways than any other plastic 


MARBON CHEMICAL vivision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
= 
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Idea ee SUMP) ) CMY GS 
, NEWS ; 


e, 3 


3), it Cool... 


Easter Monday will be the 


first day of summer business 
—“Production technology has made distribution of : : oe 
goods a far greater challenge than the production of if you re ready with 


goods. UM ® 
et 
—“Ideas. therefore, (and that means creative think- 5 PING JACKS 
ing) are more important to the business of market- pe 
ing and selling than ever before. .. SAN DALS 


—“All trade, in the last analysis, is conducted in the 
human mind. It means, therefore, that ideas are ; 
what people buy. It means ideas are what sellers No. 11 White 
must sell, \ .~ Sizes 1-3, B&D 


$900 





—“It also means that wherever you may offer your 
ideas, there you will find other ideas competing 
with you.” 


—These were some of the important points made by 
MARGOT SHERMAN, vice-president of McCann- 
Erickson, Inc., in a talk before the National Shoe 
Retailers’ Association Style Conference. She indi- 
cated further: | wc ef No.'17 White 

y ~——F7 No. 27 Brown 


—“The field of marketing needs innovators . .. people (Ate Na _ No. 37 Red 
Va. ° Sizes 3-6,B&D 


with ideas; and since effective ideas are those di- ; 
rected to human needs, we must learn to observe A < $260 
what those needs are. y 4, 


—Human need is an opportunity for somebody. And, 
sooner or later, each need will suggest to some in- 
ventive and enterprising mind a way to meet it. 


—‘In addition to being humanly desirable, a good \' ‘ 170N White Smooth 


idea must be an honest idea. A good idea should be 370N begh yee 
meaningful and provocative. A good idea offers the an jaye *“\' gee ab B-E 


user a reward. The good idea is a fresh idea... 
270N Brown Grain 


crisp and shiny and newly minted. It looks fresh, Ne 51-8, 845-12, B-E 
sounds fresh, is wholly contemporary and is a spar- (C, : pee 
kling reflection of this moment’s tastes and attitudes. df De e $300 

ye o all sizes 


—“The good idea is the idea that honestly, simply and 
desirably answers a need, known or unknown to 
himself, in another human being. And the best 


ideas ate thote that anewer the widest needs in the olen tine 
.: 3 ia tins, for April 10 delivery... 


VAISEY-BRISTOL SHOE CO. 
Publisher Monett, Mo. 
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EW/KIWI SPRAY SHINE 


(KEE-WEE) 


| with 
wax and silicones 


SAFE TO USE: 
no lacquer, no shellac 
no cracking, no peeling, 


* Exclusive KIWI formula cleans 
as it shines 


* Bright shines—no extra buffing 
—just spray on—wipe off 


* High quality waxes for longer 
brighter shines 


* Silicones to protect and pre- 
serve the leather 


1. Better th 


2. The name KIWt 
LIFE and 


dio and TV in 


* Dries instantly 
* Patented valve—no clogging 


* Penetrates all smooth leather 
to nourish, preserve and beau- 
tify 

* Neutral — for all colors of 
leather 


* Won't stain hands, clothes 


. really good for shoes 


an ordinary shoe sprays -- 


stands for quality 
SATURDAY EVENING post, 


your area tells 


ystomers- 


qHis OFFER MAY BE W 


|THDRAWN at ANYTI ME 


‘” Stock and Sell 


Self Selling 
Counter Card 
Display 

Packed in 

every dozen 
Packing: 3 dozen 
per shipper 


KIWI POLISH CO. PTY. LTD., POTTSTOWN, PA. 


, 
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finest 
$ 


men's 
fabric 
casual 


4% 

% ; g 

met 

Be Me 

: 
AN 


extra value! extra mark-up! in the golden $5 market 
where volume is growing by leaps and bounds 


1. Full mark-up. 2. Two widths: slim and medium. 
BOSTON SHOW: 3. Colors: Sand, charcoal, navy, black, brown. 
ROOM 436, HOTEL STATLER HILTON 4. Machine washable. 


Cambridge Rubber Company, Cambridge, Mass. 
March 15, 1960 





new 
e low rates 





with 

 eager- 

| beaver 
service! 





Big news for footwear consignees and shippers 


When you ship footwear via Railway Express, you—or your customer—can now 
get the benefit of new low rates on a shipment or shipments with total weight of 
300 Ibs. or more on any one pickup. You can ship to as many destinations— as 
many different consignees—as you wish. 





For example, under old rates, shipping 12 packages with a combined weight 
amounting to 800 pounds from Boston to 12 destinations throughout the country 
would have cost $104.30. Under new rates — only $85.52! Saving: $18.78 or 
18.01%. Greater savings will result on shipment aggregations of 1500 Ibs. and 
ever. And you can ship charges prepaid or collect. ~ 
We’re busy as beavers putting into effect new incentive rates to solve your “small RAIL + AIR + SEA 
shipment problems.” Next time you order or ship, specify Railway Express. HIGHWAY 
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/ from every 
angle 

you profit 
when... 


LEATHER INDUSTRIES PRE-SELLS YOUR SHOES 
TO THE 9,000,000 TEEN-AGE MARKET 


qhorHER SALES > 


£ 
La, ey 
POMOTION + 






the perfect equation 

for schooltime 
playtime 
datetime 


wa those dreamy 
little 
Leather Shoes. 





The new leather shoes for summer 
yet top grades for their wonderfully 
soft feel, their bright exciting colors 


at their light springy leather soles 


Add the richness and quality of 


leather shoes to their modest price 


and you come up with the right 


answer to your budget problems. 

So, be lovelier than ever...be smarter 
than ever...in Leather Shoes 

LEATHER INDUSTRIES OF AMERICA 


(Quality shor for all hes of the day at 
sores featuring these /u moms brands 


AS BROK KEYAKN 
BASS WEEIUNS MILRS SHURS 


MONTUOM EH) 

WARD 

ROMINETTY: 

SANDLER 
GLAMOUR DEBS SEARS RORKBUCA 
4. PENNEY SMART SET 
JOLENE THUM MeAX 
KINNEY SHOPX TRIGN 


THERE IS PROVEN HIGHER PROFIT per unit in selling better leather shoes to the tremendous and ever-growing 
teen-age market. A full color Leather Industries double page advertisement in May SEVENTEEN Magazine 

will focus the massive buying power of 9,000,000 teen-agers on quality leather shoes. 

Brand names of leading manufacturers —the brands you stock—will be included in the ad. 


This advertisement is a further step in LIA’s year-’round market-wide campaign to increase pairage 

by stimulating multiple sales .. . by appealing to all segments of the shoe wearing market . . . by continuing 

to keep quality shoes in the forefront. LIA widens your market by backing each of its promotions with publicity 
programs in your local newspapers, national television and radio. 


LIA helps attract customers to your store with effective merchandising material. Write for a FREE display kit. 


LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, N. Y. 





CLillivan 
...In 1959 
increased 

Sales to shoe 


manufacturers 


by a whopping 
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O because: 


O’Sullivan Heels, Soles, Soling and Specialties enjoy 
one of the industry’s oldest and most respected repu- 
tations for quality at reasonable prices. Since 1896, 
O’Sullivan has been America’s No. 1 Quality Supplier 
to Shoe Manufacturers. 


More than ever, in shoes that are the last word in 
style, O’Sullivan is the first name that the public 
accepts on heels and soles. It’s easier to sell shoes that 
are built on O’Sullivan quality. 


O’Sullivan research extension has been as dynamic as 
O’Sullivan sales growth. We are continuously modern- 
izing and adding new items to our product line. 


Our sales and service facilities have been streamlined 
and re-modernized to give you still faster, more de- 
pendable and more flexible service. 











THE QUALITY LEATHER 


NV beadour 


“MUA 


a true, clear brown... 





harmonizes with browns 
and blends with colors 


LEATHER CO. GIRARD, OHIO 
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COLORED 
PATENT 
LEATHER 























762 Dragon Red 
Colonial Patent Leather 


fete] Me) iy \ GeV. i. ii, icmere) i 7. hal, lem 
Boston 11, Massachusetts 


World’s Largest Producer of Patent Leather 








RIGHT IN TUNE WITH 











Z) 


BILTRITE GUM-TRED 

Ribbed, in fashionable colors, including smart translucents. 
Continental styling with lightness, flexibility and long wear. 
Also crinkled design. In assembled soles and uniform sheets. 





BILTRITE SPIRAL 

Attractive new design reflects highlights in unusual fashion. 
Adds styling interest in a range of popular opaque and 
translucent colors. Economical cutting from uniform sheets. 
Also available in assembled soles. 









AMBIRCO FLUTED 
Delicate two-directional Continental fluting that's flexible and 
long-wearing. Beauty and safety for double sales appeal. 
Efficient cutting strips. Newest colors, variety of thicknesses. 


BILTRITE TRU-GLIDE 
Comfort, wear, and smartness. Unique V-treads for gliding 
comfort, extra traction, and healthful support. In a variety of 
colors for men's, women's and children's shoes, with or without 
molded wedge. 


TODAY'S FASHIONS! 











BILTRITE 


DESIGNED 
SOLINGS 



















In key with any fashion, Biltrite Designed 
Solings strike the right styling note. 


Styled righ, color-right, if it's Biltrite, it's 





designed to serve you best. Long wear plus 


comfort help you score a sales hit! 


FASHION by BILTRITE — that's your key to 











increased sales with designed soling. 






FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO, 


CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 








ainTe, 
?' i” ° 
vs.» 


bonded 


in three 
dimensions 


For better shoemaking use the better shoe 
board. Specify NSB products with the natural, 
3-dimensional bond. It’s solid shoeboard . . . 
stronger, safer, predictably stable, because it’s 


fibre-locked by the exclusive wet process method. 





NSB is the shoe board 
made exclusively for 
the shoe industry by: 


Bath Fiber Co., Inc. 
Bath, N.H. 


Colonial Board Co. 
Manchester, Connecticut 


Endicott Johnson Corporation 
Johnson City, New York 


Fibertex Corporation 
1001 Islington Street 
Portsmouth, N. H. 


C. F. Jameson & Co., Inc. 
Haverhill, Mass 

(Selling Agents for 

Milton Leather Board Co. 
Amesbury Fibre Corporation) 


George O. Jenkins Company 
Bridgewater, Massachusetts 


The C. H. Norton Company 
North Westchester, Connecticut 


Penacook Fibre Company 
Penacook, N. H. 


Rogers Fibre Co., Inc. 
Kennebunk, Maine 


Sherman & Company 
Belfast, Maine 


Spaulding Fibre Co., Inc. 
North Rochester, N. H. 


Western Fibre Company 
Caseyville, Illinois 


West Virginia Pulp & Paper Co. 
230 Park Avenue 
New York, N. Y. 





Now Comes A Buck That’s Sweeping the Mainland 


Styled for young men with a taste for the new 
and exciting, the BUCK-ANEER is the hot- 
test new Casual Boot in America today. Smart 
and devil-may-care, it goes with the Casual 
Look for campus, city and country wear. Su- 
perbly comfortable, it features the new touch ’n’ 


go VELCRO closure. Like all quality-made 
ROYAL CADET shoes, its construction is the 
finest for its price. In Charcoal or Dirty Buck, 
both best-seller shades. Sizes 2% to 6 and 6% 
to 12. And best of all—BUCK-ANEER offers 
you a generous mark-up. 


3-Dimensional PAT BOONE Display As Shown Available to Retailers 


Nationally Advertised in 
LIFE, LOOK, PARENTS 


Foun Gndet= 


To retail at about 


4g 95 


ROYAL CADET FOOTWEAR 


Lowell, Massachusetts 
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M E A R Ss R E V E A L Ss Candy Stripe Flattie 


Mears “Vertical” 
” ° 99 **Continental” 
COCCI M20. hj French Louis Heels 
Nd Mears GRECIAN Heel 
Plastic Heels 

Mears Heel offers every shoe manufacturer and finisher a VITALIFT Replaceable Toplifts 

. . : . ae MEARTHANE Toplifts 
fast-stepping ally in style leadership. Here is just a small sampling “Superior” All-Steel Toplifts 

F . New “SHANKLOK” Shallow-cup Heels 

of the many new and fashion-keynoted heel and toplift designs 


which have come from Mears in just the last few months. And 
more are on the way! 


If there is a special styling, a new profile or a novelty design you 
would like to see, give Mears a call. 
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Headlines 





Mate New Exhibitors 
For St. Louis Market 


ST. LOUIS—Additional manufac- 
turers—14 in all—who have not pre- 
viously participated in St. Louis fall 
showings have reserved space at the 
1960 Shoe Market of America in 
St. Louis, according to General 
Chairman Charles N. Arend. 

Exhibiting for the first time are 
Capezio, New York; C. H. Alden 
Shoe Company, Brockton, Mass.; 
Stetson Shoe Company, Inc., South 
Weymouth, Mass.; Craddock-Terry 
Shoe Corporation, Lynchburg, Va.; 
Ideal Shoe Manufacturing Company, 
Milwaukee; Glendale Shoe Company, 
Nashville, Tenn. 

Also Bressan Export-Import, Inc., 
Alliance, O.; Creative Shoes, Ltd., 
Montreal; Edwin Clapp & Son, Inc., 
East Weymouth, Mass.; Fortune 
Shoe Company, Nashville, Tenn.; 
Gerberich - Payne Shoe Company, 
Mount Joy, Pa.; Clark Shoe Com- 
pany, Auburn, Me.; Walker T. Dick- 
erson Company, Columbus, O., and 
Schwartz & Benjamin, Lynn, Mass. 

The Shoe Market of America 
opens Sunday, May 1. An innovation 
this year will be six market work- 
shops for retailers, three on Sunday 
evening and three on Monday eve- 
ning, May 2. 

The SMA banquet will be held 
Tuesday, May 8, at the Hotel Chase. 


Applications for Exhibit 
Space at PPSSA Mailed 


NEW YORK—Application blanks 
for exhibit space at the May 1-5 
Popular Price Shoe Show of Amer- 
ica were mailed early this month to 
companies which did not exhibit at 
the November show. This mailing 
followed an option period during 
which November 1959 exhibitors 
could reserve the same space they 
occupied last time, or request 
changes. 

The show will be held as usual in 
the Hotels New Yorker and Shera- 
ton-Atlantic and the New York 
Trade Show Building. It is spon- 
sored by the New England Shoe and 
Leather Association and the Na- 
tional Association of Shoe Chain 
Stores. 
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TV Films Spur Peak-Season Sales 


NEW YORK—A series of five- 
minute television cartoon {films 
about shoe fashions is in prepara- 
tion by Leather Industries 
America to spur retail 
peak shopping seasons. 

Already the first film has been 
supplied to a picked list of TV sta- 
tions in more than 100 cities, with 
a potential audience of 5 million. 
The film, titled “Leather in Our 
Lives,” tells the story of leather 
shoes and other leather fashion 
products. 

Spring Styles Pictured — The 
next presentation, slated for Mid- 
March release, is titled “History at 
Your Feet.” It illustrates women’s 
shoe styles in American history as 
an introduction to the footwear 
fashions available this Easter. Re- 
lease of the film is timed to coin- 
cide with the start of retailers’ 
Easter promotions. 

Scheduled for distribution later 
are films on these subjects: 

® Men’s casual shoes for sum- 
mer, to be shown on TV in late 
April and early May. 

© Teenagers’ and women’s styles 
for fall, scheduled for August 
viewing. 

® Children’s back-to-school 
shoes, stressing both health and 
fashion, to be shown in late Au- 
gust. 


of 
sales at 


® Shoes, slippers and boots and 
other leather accessories as Christ- 
mas gifts. Release date: Thanks- 
giving Day. 

Tie-In Advertising—Leather In- 
dustries provides these films free 


st 


“Get an expert fit from the man in the 
shoe store," says TV narrator as audi- 
ence sees the above slide in first film 
of LIA cartoon series. Film was re- 
leased to stations in over 100 cities. 


for showing on women’s, children’s 
and educational-type programs. 
Some TV stations have obtained 
tie-in spot advertising from local 
retailers, and others are seeking 
such tie-ins for later films. 

Well in advance of the release 
date of each film, LIA officials plan 
to alert shoe retailers, giving them 
time to exploit the promotional op- 
portunities afforded. 





Voters Favor Labeling, 


WASHINGTON, D. C. — Public 
demand for a shoe labeling law, as 
shown by a sampling of some Ore- 
gon voters, is “overwhelming,” Rep. 
Charles O. Porter (Oregon Demo- 
crat) insists. Congressman Porter 
is the capital’s leading proponent 
of footwear labeling legislation. 

Mr. Porter recently asked 130,000 
voters in his district (the Fourth 
Oregon Congressional District, 
comprising the southwestern cor- 
ner of the state) to give yes or no 
responses on 12 public issues, in- 
cluding shoe labeling. 

On the basis of incomplete re- 
turns, Mr. Porter claims shoe label- 
ing is favored by “almost every- 
body” who returned one of his post- 


Porter Says After Poll 


card-ballots. 

The shoe labeling question 
(which was listed sixth among the 
12 questions) is: “Do you approve 
putting labels on shoes listing the 
materials used?” 

It’s worth noting that the voters 
also said yes to every other ques- 
tion involving increased govern- 
ment regulation: Government 
health insurance? Yes. Farm price 
supports? Yes. Federal payments 
to cranberry growers? Yes. Federal 
control of education? Yes. 

Asked to state their choice for 
President of the United States, the 
voters named Richard Nixon and 
Sen. Wayne Morse (Oregon Demo- 
crat), in that order. 
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Style Unit Sees Volume for Browns 


& 


NSRA Women's Shoe Style Committee chairmen meet with association's president 
at New York session. Left to right: Alfred Wexner of Wexner Brothers, Memphis, 
Tenn., chairman, silhouette and pattern; Harry Fontius, Jr. (standing), Fontius 
Shoe Company, Denver, low heel fashion; Louis Liebson, Edison Brothers Stores, 
Inc., St. Louis, president of NSRA; Z. Albert Joseph, Joseph Salon Shoes, Chicago, 
presiding chairman; Philip Miller (standing), International Shoe Company, St. 
Louis, wedge, casual and sport; and Maxine Firestone Michelman, !. Miller, New 
York, color and material. 


NEW YORK—“Volume and fash- 
ion strength” for the brown family 
is predicted for fall by the National 
Shoe Retailers Association’s Wom- 
en’s Shoe Style Committee. 

Receiving special emphasis were 


the medium browns, gold-browns 
and dark browns. The committee en- 
dorsed greige neutrals for fashion 
promotion and cited neutral Smoke- 
screen and the loden and bronzed 
greens as “coming colors in the 





David P. Wohl Dies; 
Philanthropist Was 73 


ST. LOUIS—David P. Wohl, 73, 
retired shoeman and philanthropist, 
died of cancer March 2 at his St. 
Louis home. Mr. Wohl had been 
gravely ill for the past year. 


DAVID P. WOHL 


In 1958 he was the recipient of 
the first Mark A. Edison Award for 
outstanding contribution to the shoe 
business and to civic affairs. He was 
credited with giving more than $8 
million to schools, hospitals and 
charities in St. Louis. 

Mr. Wohl was born in St. Louis, 
one of 11 children of immigrant par- 
ents. He left school at an early age 
to become office boy for a shoe com- 
pany. After three years he advanced 
to sales representative, selling $1800 
worth of shoes on his first road trip 
—for which his expense account 
was $8. 

In 1916 he founded Wohl Shoe 
Company, a pioneer in retail chains. 
On his retirement in 1952 he sold 
the firm to Brown Shoe Company. 
He remained active, however, in lo- 
cal affairs. 

Survivors include his widow, Car- 
lyn, and two daughters, Mrs. Paul 
Rothschild and Mrs. Richard Mar- 
cus. 


sports and casual markets.” Also 
mentioned was “the strong and al- 
most steady position of black.” 


In a black and brown year, the 
committee saw necessity for con- 
tinuing promotion of color. 

The 45-member committee, which 
met in New York recently, forecast 
continuing strength for the pointed 
toe. Cited as a promotional possi- 
bility were the newly introduced, 
elongated, extremely pointed lasts. 
Squared points were rated a growing 
influence. 

A stacked heel trend was noted 
in all heights. The committee also 
noted constant growth in the flat 
to 12/8 category of fashion shoes, 
and the growing sales potential in 
closed wedge casuals. 


Gallagher to Distribute 


Frankel’s Italian Line 


NEW YORK — Thomas E. Galla- 
gher, former president of Cellini 
Shoes of Philadelphia, has become 
sole American distributor for a line 
of women’s shoes made in Italy for 
The Harry Frankel Organization. 
Mr. Gallagher has assumed the 
distributorship for 
the U.S. and pos- 
sessions, Canada, 
Mexico and the 
Caribbean, accord- 
ing to an an- 
nouncement by J. 
Harry Frankel in 
New York. 

The shoes, to be 
shown starting in 
mid - March, are 
said to represent 
“an entirely new concept in Italian 
shoes for the American market.” 
They include fashion-styled, unlined 
“tailleur” types on extremely light- 
weight, stacked leather heels in sev- 
eral heights. The shoes will be made 
on a variety of lasts. Unlined calf, 
both boarded and smooth anilines, 
will be used. 

The present brand names of Fran- 
zini, Avenza and Botticelli will be 
maintained. Price range will be 
around $14.95 to $18.95. 

Sylvia Hamilton Gallagher has 
been retained as consultant. She will 
assist with styling and promotion. 


THOMAS GALLAGHER 
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I. S. Urges Independents: Don’t Let 


Tight Budget Prevent Sales Promotion 


BOSTON—A tight budget should not be allowed 
to stand in the way of an aggressive sales promotion 
program for the independent retailer, Independent 
Shoemen says. 

In the latest lesson of its ‘Operational Know- 
How” series, the organization points out that the 
large chains and department stores have been in- 
creasing their promotional efforts, and the consumer 
has grown more promotion-conscious. But the aver- 
age independent has regarded effective promotion 
as too costly. 

Frank T. Underhill, I. S. executive director, claims, 
however: “Good promotion depends upon experience, 
imagination and a little extra effort far more than 
it does upon a big budget.”’ The organization recom- 
mends a complete yearly program with a theme that 
fits into consumer trends. 

In a companion booklet, the association urges shoe 
travelers serving independents to help their cus- 
tomers promote. The retailer often needs expert 
guidance in coordinating his campaign with fashion 
trends in apparel, and the alert traveler can build 
a following by offering this guidance, I. S. states. 


Ripple Soles Established in Two More 


Countries, Involved in Suit in Another 


DETROIT—The Ripple Sole continues its round- 
the-world march. Israel and Uruguay have joined 
the list of nations granting trademark protection to 
the product, according to an announcement here by 
Leonard Hack, president of Ripple Sole Corporation. 

Meanwhile, the Ripple Sole is being vigorously 
promoted in France. The French licensee, Wood- 
Milne, and local shoe manufacturers have been ad- 
vertising the soles extensively in recent months. 

In Australia, however, Ripple Sole Corporation 
was the plaintiff this month in a lawsuit. Nathan 
Hack, chairman of the firm, flew to Melbourne to 
testify in his company’s case against an Australian 
retail chain which allegedly imported Japanese soles 
infringing on the Ripple Sole’s legal rights. 


Brown Co. Will Name President Soon, 


Chairman Discloses in Annual Report 


BOSTON—Brown Company, maker of pulp and 
paper products including shoe innersoles, said in its 
annual report it expects to appoint a new president 
soon. The company has been without one since 
A. E. H. Fair resigned last September after his 
five-year contract expired. 

Mr. Fair said at that time he wished to devote 
more time to other interests but would continue to 
serve Brown as a consultant. 

Laurence F. Whittemore, chairman of the Berlin, 
N. H., company, announced the firm’s intention of 
filling the post. 
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NSMA’s Annual Merchandising Clinic 
Planned for June 21-22 in New York 


NEW YORK—The National Shoe Manufacturers 
Association’s seventh annual Merchandising Clinic 
will be held June 21-22 during the Shoe Resources 
Market Week. The clinic, scheduled for New York’s 
Statler-Hilton Hotel, will explore ‘“CCommon Sense 
Marketing.” 

Abe Weinman, NSMA Marketing Committee 
chairman, said, “We plan to devote most of the 
clinic sessions to the common sense essentials of 
developing and improving an effective shoe market- 
ing program.” A team of marketing experts will 
lead workshop demonstrations and discussions. 

Areas under study will include the shoe industry’s 
sales management practices as compared to those of 
other industries; problems of sales executives; mer- 
chandising techniques for the 1960s; preparation for 
trade shows, and “how to strengthen your market- 
ing team.” Also under discussion will be the new 
Hansen Report on the shoe industry. 


Endicott Johnson Stockholders to Vote 
On Program Benefiting Key Executives 


ENDICOTT, N. Y.—Stockholders of Endicott 
Johnson are being asked to approve a stock option 
plan benefiting a limited number of top executives 
At their annual meeting, March 21, the shareholders 
will also be asked to OK a management incentive 
plan that, in good earning years, would provide extra 
pay for about 115 executives. 

A proxy statement requested approval for issuance 
of 360,000 additional common shares. At present the 
company has 810,720 shares of common stock out- 
standing. Directors would decide later whether to 
issue all or part of the authorized total. 

President Frank A. Johnson said there is no plan 
now for issuing any of the additional shares, but 
management thinks they should be available if the 
occasion arises. 

Under the management incentive plan, executives 
would benefit only when net earnings exceeded 3.7 
per cent of assets, a higher profit rate than EJ has 
enjoyed recently. The executives would share in 7 
per cent of earnings above the minimum, plus the 
corporate income taxes saved through the program. 


B. F. Goodrich Sales Increased 10% 


And Profits Climbed 6% During 1959 


NEW YORK—tThe B. F. Goodrich Company re- 
ported a 10.7 increase in net sales and a 6 per cent 
rise in net income for 1959. 

Net sales amounted to $771,591,342 compared with 
$697,296,556 in 1958, according to the announcement 
by Chairman John L. Collyer and President J. W. 
Keener. Net income totaled $37,580,186 against $35,- 
457,421—or $4.18 per common share in 1959 com- 
pared with $3.95 the previous year. 
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Herbst to Open Arkansas Plant in the Fall 


MILWAUKEE — Construction 
starts this month on a new plant 
tor Herbst Shoe Manufacturing 
Company in Clarksville, Ark. 

The company said the plant will 
provide expanded 
facilities for the 
production of chil- 
dren’s shoes, and 
will not replace the 
present factories in 
Milwaukee and Lo- 
mira, Wis. The 
Clarksville plant is 
scheduled for com- 
pletion in about 
five months, with 
production due 
about October. 


Plant Manager Named — Direct- 
ing the building of the new plant 
is Floyd L. Pleva, 30, head of the 
company’s industrial engineering 
department for the last five years. 
He will become plant manager. 

The 36,000-square-foot factory is 
expected to cost $250,000. It is be- 
ing financed by Arkansas’ Jackson 
County as part of its economic de- 
velopment program. Clarksville is 


FLOYD L. PLEVA 


the county seat. 


Production Goal Set—Within two 
years the plant is expected to em- 
ploy about 200 persons and produce 
3000 pairs a day. Herbst now em- 
ploys 450 at its Milwaukee plant 
and 200 in the branch plant at Lo- 
mira. Daily production, a spokes- 
man said, is about 5000 pairs at the 
main plant and 13800 to 1400 in 
Lomira. 

Mr. Pleva has gained recognition 
in the industry for his money-sav- 
ing and labor-saving production 
techniques. Company President 
John F. Herbst said, “Much of the 
construction and operation of the 
new plant will undoubtedly reflect 
Mr. Pleva’s own progressive think- 
ing toward shoe production.” 


Prices Cut on Heel Plastic 


WASHINGTON, W. VA.—Marbon 
Chemical division of Borg-Warner 
announced a price reduction for its 
natural-color Cycolac T and Cycolac 
GS plastic materials for shoe heels. 
F. M. Stefan, executive vice-presi- 
dent, said prices have been cut nine 
cents a pound. 





Production Set for June at New Kickerinos Plant 


MILWAUKEE—A June 1 target 
date has been set for the start of 
production at a new plant under 
construction in Newport, Ark., for 
Kickerinos, Inc. 

The 40,000-square-foot structure 
is being built by the Jackson 
County Industrial Development 
Corporation for Kickerinos, a new 
division of the Hampton Corpora- 
tion. The building, situated on a 12- 
acre tract adjoining the Newport 
Municipal Air Field, will cost about 
$250,000. 


“An Expansion Move” — “The 
new factory,” according to Kick- 
erinos President Gene Brindis, 
“will not replace our Milwaukee 
plant, as some rumors have had it. 
This is purely an expansion move 
that we have been working on for 
almost a year.” 

Mr. Brindis said a new line of 
casual footwear is being designed 
for production at the Arkansas 
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plant. The workers there will also 
continue to produce the company’s 
regular line of galoshes, overshoes 
and moderately priced women’s 
footwear. Plans call for a payroll 
of about 250 people within six 
months after opening and a produc- 
tion rate of about 3000 pairs per 
day. 


Training Program Set—A crew 
will be sent from the Milwaukee 
headquarters to Newport shortly to 
institute a pilot training program. 

The same officers that head the 
Hampton Corporation are at the 
helm of the new Kickerinos, Inc., 
firm. Mr. Brindis is president; Mr. 
Marks is vice-president, and Irving 
Gerber is secretary-treasurer. 

An expanded sales program is 
also being blueprinted, Mr. Brindis 
said: “With the added production 
of Kickerinos products we will be 
able to extend our territorial cov- 
erage.” 


John F. Smith Dies; 
President of Compo 


WALTHAM, MASS. — John F. 
Smith, 56, president of the Compo 
Shoe Machinery Corporation here, 
died March 1 after a short illness 

Mr. Smith, who lived in Braintree, 
Mass., was born in England. He 
came to the U.S. in 1920 and seven 
years later joined the Reece Shoe 


JOHN F. SMITH 


Machinery Company of Boston as a 
designer. In 1983 he became asso- 
ciated with Compo as chief engineer 
and, at the same time, he embarked 
on the study of patent law. This led 
to his appointment in 1941 as Com- 
po’s patent counsel and chief of the 
company’s legal department. 

In 1952 Mr. Smith was promoted 
to director of mechanical research, 
and in 1955 he was elected vice- 
president. He became president in 
October 1956. 

He was a member of several or- 
ganizations in the engineering and 
patent law fields. 

Surviving are his widow, Mrs. 
Othielie (Schultz) Smith; a son 
and two daughters. 


(Other obituaries, pages 100-101 ) 


New Factory for B. E. Cole 


NORWAY, ME.—A $500,000 mod- 
ern factory building will be con- 
structed here for the B. E. Cole Shoe 
Company, women’s shoe manufac- 
turer, which will use it for expan- 
sion. Plans for the building were 
announced by the Norway Industrial 
Development Corporation. It will be 
the first unit of a local industrial 
park. 
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wareerRoor Wolea-Flex] covsreucrion 
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Lams Keeps water out 
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“Our Fall hunting windows— 
featuring Syl-mer treated boots— 


Formerly Sylflex 


stopped traffic daily.” 


@ Gow Cearning Biticone 
@ Keeps water out 
and stil! breathes 


@ Makes shoes more 
comfortabie to wear 











*T.M. Dow Corning Corporation 


says R. H. Bonne, Bonne’s Shoes, St. Paul, Minnesota 


Mr. Bonne has more to say! “I believe the Syl-mer 
treated boot (International M91) is the finest boot we’ve 
ever had the pleasure to sell. And sell we certainly did 
... far more than we expected in the first two days of 
our Fall promotion.” 

Enthusiastic comments such as this are coming to us 
in every mail. Consumers need wait no longer for water- 
proof leather shoes because Syl-mer* treated leather 
and sealed seams assure absolutely watertight construc- 


tion without sacrificing flexible, durable comfort, even 
after wetting. 

These profitable benefits are the result of Syl-mer, 
the Dow Corning silicone that performs so successfully 
in dozens of critical areas, particularly in waterproofing 
leather boots and making them the volume seller you 
can recommend to your customers with enthusiasm. 

For details, write: 
DOW CORNING CORPORATION, MIDLAND, MICHIGAN 








DOUGLAS ! 


76 capture the profitable young men's market 


Style G9344—The “Sundae” — 
handsome summerweight 
blucher, featuring new washable 
white grain leather. Leather sole 
and rubber heel. Also in brown 
and white and all white grain. 


Style G4308—The ‘Nomad’ — 
new slip-on that ‘‘goes” any- 
where .. . for business, school, 
and play. Featuring ‘‘Hickory- 
Smoked" seams to accentuate 
its good looks. Also in Black. 


Yes, the Douglas way is the right way, the quick way to more 
customers, sales, profits! Here, in brief, is why: (1) Douglas is a 


Style leader, every season offering bright new styles that appeal 


to free-spending young men; (2) Douglas is a value leader, offering 

smart appearance and long-wearing comfort in shoes that 

retail profitably at $10.95 to $14.95; (3) Douglas is a promotion 
SHOES FOR MEN 


leader, offering a complete program, with fresh new ideas that help 

you sell shoes: advertising in leading men’s magazines, 

comprehensive window service, special display items (read about 

unique new “Shoe Tree” on opposite page); (4) Douglas is a 

reputation leader, offering a name which for over 84 years has ST Vics 
signified adherence to high standards of shoemanship. 
For full information, write to 


Douglas Shoe Company, Nashville, Tennessee. 








— 


GO i; 
DOUGLAS || 
and you can | 
have Qa meu's 











shoe department 


a 


Ma space 
only SU inches 
square ! 


MIUUMEAU DUAN Fr 


In less than 1 square yard of floor space and with a very nominal investment, you can enjoy the benefits of a profitable 
shoe operation. The Douglas “Shoe Tree” offers a unique way of increasing display and shelf space; of turning un- 
productive floor space into an area that will increase your total dollar volume, enhance the beauty of your store and 
give your customers more complete service. This walnut-finished formica and brass unit houses 96 pairs of Douglas 
shoes; displays 18 different styles — six on top and 12 on the side “branches”. It gives an effective in-store way 
of featuring gift items such as house slippers or hunting boots or impulse items such as sport casuals. It offers a con- 
siderable degree of self-selection, saving time and increasing the amount of traffic you can handle. If you have been 
seeking a source of additional income we invite you to join thousands of our dealers and GO DOUGLAS. For complete 


information write Douglas Shoe Company, Nashville 3, Tennessee. 
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SOONER OR LATER YOU'LL DISCOVER Edwards 


ROMPER ... Easter 
white in soft yet 
sturdy elk for sure- 
footed first-walk- 

S ers. True com- 
‘ fort in a qual- 


GINA ... High style 
dress-ups in spark- 
ling black patent 
or springtime 
white with 
swivel strap 

and perky 
bows for 
little 

ladies’ 

Easter 


COCHISE ... Black 
grain leather for 
Faster Sunday 
gentlemen’s fash- 
ion... sturdy 
construction 
for everyday 
wear and 

tear. 


Edwards gives “your” shoes fit youngsters need 
Edwards gives “your” shoes quality parents demand 
dwards gives “your” shoes fashion everyone admires 
THE SHOE FOR CHILDREN Ci oe 
PHILADELPHIA 7, PA. Edwards makes your store THE place for children’s shoes! 
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@ Unions can engage in slowdowns and other pressure tacties 
during contract negotiations, Supreme Court decides. 


@ Small defense contractors will soon get pay- 
ments while work is still in progress, just as 
large contractors do now. 





@ Nixon will speak out frankly in campaign talks 
on such economic subjects as farm prices, 
labor, government spending and inflation. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Unions now have a clear right to engage in slowdowns and other 
harassing tactics during contract disputes. 

Existing labor laws do not provide any power for the National Labor 
Relations Board to regulate harassing tactics, the U. S. Supreme Court 
says. The high court thus squelched a drive of the past few years by the 
NLRB against harassing tactics as an illegal form of union pressure. The 
Board contended it was proof of a lack of “good faith” bargaining required 
by law. 

In a unanimous decision, the Court ruled that present laws show Con- 
gress intended unions and employers to have a “wide latitude” in nego- 
tiating, unhampered by excessive government regulatory power. 

But the decision, written by Justice William J. Brennan, Jr., urged 
Congress to take another look at the balance of power in labor-management 
negotiations. It said the lawmakers may want to change the labor laws to 
put more stress on “pure negotiation”—that is, face-to-face talks, instead 
of pressure tactics outside the bargaining session. 

The ruling permits unions to engage in almost any form of harass- 
ment during negotiations, barring actual violence. Employers have the 
choice of either closing down or paying workers who are disrupting 
operations. 

The case involved Prudential Insurance Co. of America. Agents 
refused to write new policies, make reports, or take part in company 
meetings. 


Small defense contractors soon will receive work-in-progress payments 
just as the large defense contractors do now. 

Sen. Leverett Saltonstall, R., Mass., said his Senate Small Business 
Committee found that subcontractors had to wait until the work was 
completed before getting their money. But large contractors, Saltonstall 
said, could get payments while work was going on. 

The senator said he has been told by Perkins McGuire, Assistant 
Secretary of Defense for Supply and Logistics, that a new regulation 
was being drafted. 

There are some 100,000 subcontractors in the nation who will benefit, 
Saltonstall said. 


Vice President Nixon makes it clear that he’ll belt out some hard- 
hitting speeches on economics between now and the elections. While some 
Republicans may prefer to avoid offending their Democratic friends, Nixon 
plans a series of what he calls “vigorous policy statements” on prices, 
wages, and profits. 

There had been talk in some Republican circles of soft-pedaling eco- 
nomic issues in the election campaigns. This school of thought suggested 
that the two parties weren’t very far apart in their economic thinking. 
As a consequence, so this line of reasoning runs, it would be embarrassing 
and perhaps downright discourteous to air such issues as inflation, price 
controls, and government-in-business in the months ahead. 
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@ U. 8S. Tax Court has strengthened Internal Rev- 
enue Service’s efforts to cut down corporate 
tax deductions for yachts, hunting lodges, ete. 


Report from 
@ Supreme Court asked to rule on Pennsylvania 


WASHINGTON _ bite law that restricts retail stores from oper- 


ating on Sunday. 





Not so, says Mr. Nixon. He says he’ll speak frankly between now and 
November on such issues as taxes, farm prices, labor, government spend- 
ing, and natural resources. 


The Internal Revenue Service’s drive to cut down on the tax deductions 
corporations take for operation of yachts, hunting lodges, and clubs has 
been strengthened by the U. S. Tax Court. 

The court threw out the claim of a California businessman that the 
operating cost and depreciation of his yacht were tax deductible expenses 
of his machine shop business. 

The court action came simultaneously with the introduction of a bill 
in the House to disallow deductions on yachts and vacation houses unless 
the operation is the trade or business of the taxpayer. 

The Tax Court backed up the IRS claim that Mr. and Mrs. Ralph E. 
Larrabee, of Newport Beach, Calif., owed the government over $34,000 
in personal income taxes for 1953. Judge Arnold Raum held that Larrabee 
failed to prove the yacht costs were ordinary and necessary expenses of 
his business, the L. and F. Machine Co. 

The House Legislation, introduced by Rep. Dingwell, D., Mich., would 
also disallow deductions for entertainment in night clubs, theaters, sport- 
ing events; gifts; dues or initiation fees in social organizations; and 
traveling expenses to conventions outside the United States. 


The U. S. Supreme Court has been asked to rule on the constitutionality 
of a state law that restricts Sunday sales. 

Two Guys From Harrison, Inc., asked the Supreme Court to strike 
down a Pennsylvania law restricting its retail operations. Under Pennsyl- 
vania’s “blue law,”’ which was enacted in 1794 and tightened up in 1959, 
only sales of an emergency nature may be made on Sundays. 

Two Guys operates a large retail outlet near Allentown, Pa. Following 
enactment of the 1959 law, Leheigh County officials began arresting Two 
Guys employees on Sundays. 


Special small business investment companies won’t have to pay the 
sharp accumulated earnings taxes on their cash assets. 

The firms, set up under a 1959 law to make long-terms loans to or 
equity investments in smaller businesses, won an exemption from the 
accumulated earnings taxes from the Internal Revenue Service. Tax is 
271% per cent up to $100,000 a year, and 38% per cent above that. It’s 
levied on holding and investment companies which are not subject to the 
normal income tax. 

Tax agents ruled the investment firms could avoid paying this tax on 
their cash holdings if they meet all the tests of the congressional act 
establishing the program, and actively engage in providing funds to small 
business by making long-term loans or buying convertible debenture 
bonds. 


Treasury-backed legislation that would require many self-employed 
persons to make earlier payment of their social security taxes is being 
discussed in the House of Representatives. 

The proposal for stepped-up payments would apply only to single 
persons earning more than $5,000 and married couples earning more than 
$10,000 a year. It would require them to pay their social security taxes 


(CONTINUED ON PAGE 52) 
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BATA BASKETBALL DELUXE HAS THE 
JUMP ON “THEM ALLS ais is tre canvas shoe that st the pace in the 


canvas shoe field. A fast mover! A volume seller! A real money-maker for you! Special Bata construction combines 
maximum comfort with rigid support and superb flexibility so you 

can depend on plenty of action when you stock and display the 

Basketball Deluxe by Bata. 


WE MAKE BATA SHOES-PEOPLE MAKE THEM POPULAR! 
/ INCORPORA 
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Naugatuck PARACRIL OZO 


New PARACRIL" OZO-—the sole material that outwears all 
others 2 to |—has introduced a whole new concept of shoe-selling 


possibilities. 


. 
Revolution ary new Consider e dress shoes that never need resoling @ work shoes that 
* cre unharmed by oils, gasoline, most chemicals — more abrasion- 
ru bber sole mate rial resistant than ever before ©® sport shoes with extra thin soles that 
are close to weightless, yet wear as long as standard soles @ out- 
door shoes that wear as well on the roughest terrain as conven- 


a7 
offe rs new shoe-selling tional soles on sidewalks © slippers and moccasins with soles that 
eh efese are long wearing, yet so thin they can be nearly as flexible as the 
possibilities foot itself. 

All of these intriguing possibilities and many more, are based on 
the use-proven fact that soles and heels of PARACRIL OZO are 
far tougher than any have been before. Find out more about 
PARACRIL OZO and the shoe-selling extras this extraordinary new 

material offers you. 


Naugatuck Chemical 


Division of United States Rubber Company Peer ine tocol 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexpert, WY. 
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by JOHN REILLY 


Editorial 





The Bed of Proecrustes 


f JHE battle lines on a Federal Wage and Hour 
Law are drawing tighter every day. In the first 
session of the 86th Congress, 70 odd bills were 

introduced in the Senate and House proposing changes 

in the Fair Labor Standards Act of 1938. 

Extensive hearings on S-1046, the Kennedy Bill, 
were held last May and June. Amendments were made 
to it and the Bill is now before the full Senate Com- 
mittee on Labor and Public Welfare. 

S-1046 would extend coverage of the Fair Labor 
Standards Act to 7.5 million workers in the retail and 
service industries. It would increase progressively, too, 
the minimum wage from $1.00 per hour the first year 
to $1.25 for the fourth year. Overtime pay would be 
required after 46 hours during the first year. The 
work week would decline progressively and, after four 
years, overtime payments would be required after the 
first 40 hours. Retail establishments with gross annual 
sales of less than $750,000 would be exempt from the 
overtime pay provisions. But if one or more employees 
engaged in interstate commerce the overtime provision 
would be in force. 

It is estimated that over 4 million employees in 
retail establishments would be brought under the pro- 
visions of the Act, should the Kennedy Bill be passed. 
It is further estimated that only 21.7 per cent of this 
group presently are earning less than $1.00 an hour 
while 43.6 per cent earn less than $1.25 per hour. 
Hearings on a similar law, HR-4488, the Roosevelt Bill, 
are taking place before a House Labor Sub-Committee. 

The administration Bill, S-1967, introduced by Sen- 
ator Winston Prouty, calls for extension of coverage 
to an estimated 2.5 million workers “in enterprises do- 
ing business and commerce to a substantial extent’ 
but as written does not increase the minimum wage. 
Amendments to it are expected, however. In retailing, 
the effect of the Prouty Bill would be felt most by 
large chain store operations employing one hundred 
or more workers. George Baker, reporting in his Wash- 
ington column in this issue, indicates that the adminis- 
tration is now expected to go along with an increase in 
the minimum wage. This means that the bill will be 
amended to include an expected minimum of $1.10 to 
$1.15 per hour. The administration apparently does 
not consider this increase inflationary. 

For the past several years, the Chamber of Com- 
merce of the United States has been waging a deter- 
mined battle against the extension of the Fair Labor 
Standards Act’s provisions to retailing and service 
industries. A recent issue of the Chamber’s Washing- 
ton Report warns that the battle is reaching a crucial 
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stage. It warns, too, of the serious effects of passage 
of the Kennedy and Roosevelt Bills on small business 
and service firms. 

An analysis by the Chamber’s distribution special- 
ists shows that all firms averaging as little as $1000 
weekly in gross sales would fall under the provisions 
of the Act if only one employee regularly used the 
mails, phoned or telegraphed across state lines, ordered 
or received goods, or kept records of goods originating 
outside the state. 

The analysis continues, “thus, many small retail and 
service employers would be confronted with the addi- 
tional labor costs necessary to pay all their employees 
at least $1.25 an hour ... plus time and a half for 
work in excess of 40 hours a week.” 

This would be a serious blow to the small merchant 
who is already fighting ever-narrowing profit margins. 
Certainly, small retailing cannot afford to absorb the 
higher costs which this legislation would impose year 
after year. Increased prices would be the most imme- 
diate effect. Lay-offs of less efficient personnel would 
be another painful one. It is difficult to understand 
how leadership and lawmakers who are pledged to fight 
inflation can support such obviously inflationary legis- 
lation. 

The original Wages and Hours Act recognized how 
sensitive retailing is. Retailing was specifically ex- 
empted because it is a local function subject to pecu- 
liar local conditions and pressures. Retailing is still a 
local function, and price-wise, it is an even more sensi- 
tive branch of the distributive system today than it 
was 22 years ago. The increased costs of doing busi- 
ness which an extension of the Wages and Hours Law 
would necessitate would be reflected immediately in 
the price of every article sold at retail. 

Whether Congress realizes it or not, the pitfalls in 
the proposed wage-hour legislation are many. During 
the past several years the Chamber of Commerce of 
the United States has pointed out some of these pitfalls 
to their membership and to the Congress. But there 
are other pitfalls which are not so obvious and which 
will be fully recognized and appreciated only after the 
noose has been placed around the neck of the retail and 
service industries. 

A recent issue of The Retail Barrister, Legislative 
Commentary of the American Retail Federation, puts 
it succintly, when it warns Congress “not to try to fit 
retailing into the Federal Wage-Hour Law as did Pro- 
crustes, a character in Greek mythology who put his 
captives on a bed and stretched them or mutilated them 
to fit its length.” 





Hush Puppies step out 


With the biggest spring promotion ever! 


BIG PRE-EASTER PROMOTION in full color, 
April 3, in THIS WEEK . . . PARADE . . . FAMILY 
WEEKLY ... PARENTS’... plus additional major market 
supplements. Carries local dealer listings for fast action 
right in your store! Promotes the general line plus the 
new golf and boating shoes, swirl, and moccasin oxford. 
Over 31,000,000 people will see the ad! 


BIG FATHER’S DAY PROMOTION in full 
color, June 5, will again reach your customers in 
THIS WEEK ... PARADE... FAMILY WEEKLY .. . plus 
other major market supplements. Again it'll carry dealer 
listings to keep those Hush Puppies sales going at their 
record-breaking clip! This ad will feature the summer 
line of Hush Puppies—the ventilated oxford, sandals, golf, 
washable white pigskin boating shoes, and casual shoes. 
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GREAT GIFT ITEMS. You can really merchandise 
Hush Puppies as gift items. They're colorful, comfortable. 
The new golf and boating shoes make the line even 
wider, opening a world of profit-making opportunity 
for you! Hush Puppies make great gift items. We're 
telling ‘em and selling 'em—how about you? 


ORDER UP now for the rush that’s sure to develop 
for Hush Puppies. The biggest spring promotion in 
history will send sales soaring! Contact Wolverine Shoe 
and Tanning Corporation, Rockford, Michigan. 


SEE YOU IN ST. LOUIS ox at the PPSSA, May 1 
to 4. Stop in and see our great line of Hush Puppies. 
Ask, too, about dealer openings. 
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New! Ventilated Oxford. 3 colors, 3 widths, sizes 6 
to 12. 


New! Sea Dog in white or grey. Non-skid ser- 
pentine sole. Sizes 6 to 12, 3 widths. 
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Pi * * 7 
New! Golf shoe in two-tone and solid colors. Regu- 
lation cleats. Sizes 6 to 12, 3 widths. 
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Powerful advertising campaign will reach your customers through use of 
the Sunday supplements and leading magazines. Over 31,000,000 readers 
read about Hush Puppies and where to buy them! 


HELLCAT-TANNED 
BREATHIN’ BRUSHED PIGSKIN 


Hush 
Puppies, 


BY WOLVERINE 


Hush Puppies were selected by the U.S. Olympic Com- 
mittee to be worn as part of the official uniform for the 
United States Olympic Teams. 


Wolverine Shoe and Tanning Corporation * Rockford, Michigan * Western Warehouse: Sparks, Nevada 





Ramble 


Stocked in 

Salmon Beige Hornback; 
Black Hornback; 

Fresh and Bark Ostrich 


Heydays are not 
for all women...only those 


who want the highest 


quality at the lowest price 


+ individuality and fashion. 


HEYDAYS SHOES INC. © 2032 LOCUST STREET © SAINT LOUIS 3, MISSOURI 


38 Boot and Shoe Recorder 





Voice of the | rade 


There are no “bones” rattling in 
any of the retailers’ stocks. Actually, 
BONE has surprised manufacturers 
and retailers alike by its continuing 
successful performance and popu- 
larity. 

Bone goes merrily on. . . with its 
best period from November lst 
through February. In the past, light 
beiges would have been sold as an 
Easter idea; but Bone is a year- 
round color. And it makes its ap- 
pearance in various forms. It’s a 
leader in smooth leather and in 
finely grained, shadow boarded and 
dimensional grain calfskins, kid- 
skins and side leathers. 


It becomes a pale off-white in 
brushed and skuffy leathers, an ele- 
gant, evening white in fine suedes 
and pearlized leathers. The only ex- 
planation for its acceptance in mid- 
winter is its reflection of the off- 
white, winter-white and ermine 
white furs and near furs, millinery 
and gala cocktail silks and fabrics. 
Its performance to date has been 
surprisingly good. Its possibilities 
for the winter-spring 1960-61 sea- 
son are excellent. It bridges the gap 
between fall-holiday-spring; and it 
is as light as any leather you can 
get ... without being white. 
* * * 

“Judging from our very substantial 
business increase last month, we 
look forward to an unusually good 
spring business,” says ELEANOR 
G. WINN, owner of the Elwinn Chil- 
dren’s Shoe Shop of Woonsocket, 
R. I. “While I attribute about half 
of the increase to store re-location, 
I believe the other half indicates a 
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general uptrend in the whole na- 
tional and local picture. 

“As for styles, I believe black patent 
will be the top seller, followed by 
pastels, with Bone being one of the 
very good colors. I expect a con- 
tinuation of the tapered shoe theme 
for early teenage and pre-teenage 
girls; and a slight tapering trend 
for boys. While mothers may object 
to extreme tapering for their little 
daughters’ shoes, I have found no 
objection to medium tapering. And 
it certainly pleases the small set to 
have shoes with fashion.” 

* * * 
“Style-consciousness is strong with 
our teenagers as well as our mature 
women customers,” says HENRY 
MERDES, advertising and promo- 
tion director of the Park-Brannock 
Shoe Store in Syracuse, New York. 
“But each group has it in a different 
way. 

“Take our experience with pointed 
toes, for instance. Girls from 16 to 
19 were quick to accept the slim 
shoe with closed heel and sharply 
pointed toe. There just wasn’t any 
question in their minds at all. They 
realized there was a ‘newness’ about 
them and that was all there was 
to it. 

“Not so with their mothers and the 
other women in the family. They 
resisted, for two reasons. They 
would try them on and decide they 
didn’t like their appearance. Or, they 
would build up some kind of mental 
block, deciding in advance that they 
couldn’t possibly be comfortable. So 
they wouldn’t even try them on. 
“Understanding our customers is so 
important! As soon as our sales- 
people discovered that older women 
could be convinced of the comfort 
of the new toes, their job became 
easier. They knew what they had 
to do. I would say that of those 
women who have tried the tapered 
toe, ninety per cent have bought 
them. 

“Matrons want to be smartly 
dressed; and they are. Unlike the 
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teenagers, however, they also con- 
sider the matter of comfort. Often, 
they have to overcome certain pat- 














terns of habit. That’s where good 
salesmanship comes into the pic- 
ture.” 

* a * 
“Everything in the shoe business 
will be changing very fast in the 
next ten years,” says CHARLINE 
OSGOOD of Osgood Associates, 
fashion consultant to the shoe and 
leather industry. “Today, it takes 
150 to 220 operations to make one 
shoe; and we wear two. I believe 
that in the ‘Sixties’ the acceleration 
of automation will start the swing 
toward simplification of shoe manu- 
facturing. Maybe by the end of the 
decade, our industry will be well on 
its way toward manufacturing vol- 
ume shoes with no more than five 
operations and fashion shoes, with 
no more than fifteen. 
“The goal, mechanically, is to 
achieve artistically a similar result 
to that of the work of the human 
hand. . . . Shoes will be manufac- 
tured differently. There will be 
changes in the materials that go 
into a shoe. There will also be a 
radical change in the fitting quali- 
ties of shoes. Shoes of the future 
will be fitted from the back of the 
foot forward, the reverse of today’s 
procedure. Shoes will be manufac- 
tured from the bottom up, a radical 
departure from today’s method of 
making them from the top down. 
This will change the parts of the 
shoe, the lasting operations and the 
ingredients. 
“What effect will all this have on 
the shoe industry? There will be 
the continuing experimentation and 
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improvement of leather to meet the 
competition of the synthetics. A 
majority of the shoes will be vul- 
canized in the future. 
“Our main concern is leather. New 
chemicals will be used in leather 
to make it more adjustable to the 
new stresses and strains of auto- 
mation, as well as adding quali- 
ties hitherto considered impossible. 
There are newer types of finishes 
being developed for leather to meet 
the necessity of shoe manufacturing 
changes. These new finishes will 
bring out the beauty of leather and 
the feel of leather but will have a 
great resistance to abrasion. These 
next ten years we will see changes 
in the entire tanning processes of 
hides; and due to the man-made 
chemicals and solvents, we will be 
streamlining our tanning with even 
better results.” 

* * * 
NATIONAL BABY WEEK. has 
been set for May 1 to May 7...a 
timely opportunity for baby shoe 
manufacturers and retailers to pro- 
mote their product, in window dis- 
plays, newspaper ads and other 
media. 


“Do you have a problem with sales 
personnel? Here’s what we have 
found in our store,” says GIL S. 
SOUZA, manager of the Morse Shoe 
Store in Woonsocket, R. I. “We train 
our own help. We pay them better 
than other retail stores in the area; 
and our fitters are women. Their 
work is most satisfactory. 
“We have found that women have 
more patience. They are friendlier 
and have a more sociable approach 
to the customers. They do excellent 
fitting and, as a result, have good 
customer following. In their spare 
moments, they’re always busy, tidy- 
ing up the store, cleaning the mir- 
rors, keeping the shoe stock neatly 
arranged, checking the displays of 
accessory items. Actually, we have 
found that a woman fitter does al- 
most twice as much work as a man. 
We have had very little turnover, 
as far as sales staff. One woman 
has been with us seventeen years; 
another a little longer than that. 
The rest have been with us for 
Many years.” 

* * * 
THOMAS LAMONT, one of Amer- 
ica’s wisest business leaders, said: 
“A man’s judgment is only as good 
as his information.” 
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Profile.... 


by ESTELLE G. ANDERSON 





ALMA B. BASS 


66 IRROR, mirror on the wall, who’s the fairest of them all?” 
The unequivocal response at the Cinderella Bootery is: 
“All of our customers.” Beauty is in the eye of the be- 
holder and Alma Bass, owner of the shop, is the fairy godmother who 
uses shoehorn and fitting device to make everything come out right. 

She has that happy faculty of understanding children and they 
reciprocate in kind. It doesn’t take them long to learn, as their mothers 
did before them, that here is a place of security, a place where people 
will try to make them happy. “Miss Alma,” as she is called, can usually 
quiet a fractious child. She can pick up and soothe a crying baby, in 
no time flat, so that the saleswoman can proceed with the measuring 
and fitting. Times may change but never the excitement of getting a 
new pair of shoes; and this goes for the youngsters and the grownups 
as well, 

It was as simple as A. B. C. ... retailing and the children’s busi- 
ness. Being reared in a large family (third from the youngest of five 
sisters and two brothers) and having a natural love for children, it is 
no wonder that Miss Alma chose the children’s business. She comes 
by the retailing as a matter of course. She was born into that. Her 
father was in the mercantile business in the small town of Vinson, 
Oklahoma, in the southwestern part of the state. He sold the store 
when Alma was in her early teens, but she had already set her goal 
and ambition. She wanted to be a buyer. 

After finishing high school at Coyle, Okla., Alma went to work in 
her brother-in-law’s dry goods store in nearby Tryon. He taught her 
the fundamentals of retailing: mark-up, merchandising, promotion. She 
learned quickly and was ready for bigger and better things. 

She took her next big important step! Mr. Von Goshorn, a factory 
representative, told her of a shop in Tulsa where they were looking for 
sales help. He opened that door for her and helped her to get the job, 
which was in the Sid Lazarus Shoe Shop. She started as sales girl 
and went on to become manager of the children’s shoe department. As 
she learned more and more about the shoe business, she knew she could 
never be happy until she had a business of her own. 

(CONTINUED ON PAGE 55) 
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Several very original details make our Pattern Portrait 
a truly distinguished Slip-On style. Its high-riding sculp- 
tured tongue is actually an overlay which extends back to 
the quarter. This overlay and the moccasin plugs are set 
off by a masterfully executed cable stitch. In black or hand- 
stained brown imported calf, this Weyenberg style is per- 
fectly suited for dress or business wear. 

The makers of this Esquire style, from their Silk Labe) 
Series, call it “a true executive shoe, at home in the 
office or after dark.” It is featured in national advertising. 
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at Should We Do With 


Above: Lace with luster 
in cool, light looking 
pump. Martinique. 
Right; Decorative shank 
cutouts in bronze luster 
pump. John Marino 


Gunmetal pump with in- 
teresting throat line. Li- 


ECENT trips into the women’s 
shoe style market have seemed 
to point to less interest in tran- 

sition styles, so-called, but just as much 
interest in the kind of shoe for such 
a selling period. It is a well-established 
fact that there is a longing for a style 
change of some sort even in the midst 
of the summer season. “Rushing the 
seasons” has become a usual practice 
and, right or wrong, something that 
most merchants are doing. 

A very practical idea for selling 
these new light feeling, dark shoes has 
been suggested. White shoes on sale 
bring women into the stores for bar- 
gains in summer shoes. With the feel- 
ing of virtuous saving fresh in their 
minds, aren’t they more than ready to 
consider a new and different looking 
style? They need not plan to wear it 
right away. They can put it away for 
special occasions and to wear a “little 
later on.” 

If you haven’t tried this idea for 
selling your new darks, why not try 
it this year? You need not put them 
all out at this time; just some of your 
lightest looking, most opened-up dark 
meshes and sandalized lusters. Keep 
the rest for that probable dull period 
in mid-July, prior to big back-to-school 
and back-on-the-job business. 

The idea of transition shoes is too 
good to lose sight of. It has a real place 
in fashion thinking and fills a real need 
in a woman’s shoe wardrobe. When the 
ready-to-wear industry introduced dark 
transition cottons some years ago, they 
did a very clever thing. The shoe manu- 
facturers who followed this lead also 
showed alertness to the possibilities of a 
new selling period. 

As the importance of such a “season” 
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Transition Shoes. ..: 


Should they be considered for a separate sell- 
ing period or should they be made part of 
summer sales promotions? The idea of dark, 
cool shoes for wear in July and August is 


good, however it is handled. 


by ELEANOR M. RUTTY 


is more generally recognized we can expect designers, 
leather stylists and producers of non-leather materials to 
bring in new, more varied and more typically seasonal 
ideas and materials for transition shoes. 

In this connection, we should like to suggest many more 
sandalized patterns than we have seen for this later sum- 
mer selling. Hot weather is, if anything, hotter in what 
we are calling transition season, July-into-August, than 
in June and early July. Cooler, more open shoes will be 
especially welcome. There is the thought, too, that women 
will be grateful for such cool, comfortable shoes when 
they return from vacations and the wearing of soft, cool, 
informal shoes and clothes. Think of your own feelings 
on your first weeks back at work and remember that 
women will have very much the same reaction. Then plan 
your purchases and promotions with this idea in mind. 
And don’t forget that something new and pretty to wear 
will have a good psychological, as well as a physical, effect. 

More open sandalized patterns is one idea that we 
strongly endorse for transition. Lower heels are another. 
These will look very good to women who have been run- 
ning around in wedge or flat heel casuals or walking 
barefoot on the beach. (They will look good to women 

(CONTINUED ON PAGE 56) 


Touch of white kid on 


dark fabric for summer- 


into-fall look. Delman- 
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with touches of 
patent leather, cool late 
summer style. Gamins. 


Black brocade trimmed 
with satin, a dressy pre- 
fall fashion. Palter De- 
Liso. 


Appliques on mesh for 
rich, cool looking style. 
Pandora, 





They Are Working On.... 


HMigh-riding Derby Fronts... 


Color-rating of Leathers for Fall and Winter 


1960-61—Men’s Shoes. 

True Browns in dark tonalities are widely 
sampled at all price levels, also for boys’ shoes 
these dark browns have surprising strength 
especially for emphasizing black and brown 
treatments. 

Newest style colors are olive browns, black 
olives and medium to dark burnished olive 
greens, reflecting N.S.I. promotion themes. Only 
the olive browns have been sampled for town 


shoes—olive and loden greens preferred for 
sports shoes and the important new town and 
country models, usually in waxy leathers and 
brushed surfaces. 

Volume colors like Meerschaum and Haw- 
thorne continue in smooth calf and suedes, with 
Maverick and Hemlock attaining volume status. 

Blackened greens, grape and vintage reds are 
highly promotional. Only the classic Cordovan 
shade, American Burgundy, rates for future 
sales potential in this color category. Tobacco 


New Thong-laced Treatments... 
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HIGH-RIDING 
DERBY FRONTS .... 


supplanting 
bluchers for town shoes. 


NEW 


THONG-LACED TREATMENTS 


replacements 
for the old tassel tie. 


MORE MOCCASIN FRONTS 


classic hand-sewn 
camps and new seamings. 


UP-DATED WING TIPS 
new shapes, new ° 
medallions and stitchings. 


by RUTH KERR FRIES 


browns and those with gold, brass, loden and 
curry tones continue in brushed and glovey 
sports leathers. 

Designers balance their new fall lines with a 
fair proportion of current best sellers, fewer 
repeats of such tired-looking models as straight 
tip bluchers, and the addition of modernized 
versions of old favorites and a few trial balloons, 
notably slipons and lighter brogues. They are 
still dubious about the fashion future of higher- 
than-ankle town shoes, so they compromise by 
emphasizing the most successful current model 


More Moccasin Fronts... 


—the high-riding Derby front oxford. The 
Derby front with its curved lace stay lacing 
high up, but in regulation five-eyelet height, has 
rocketed to first place in advance spring buying. 
They all have faith in half boots for campus 
and sports, moccasin seaming variations and 
new wing tips. They are looking for replace- 
ments for exposed gore slipons and tassel moc- 
casins. So they create new trial balloons. 


<< 
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Up-dated Wing Tips... 
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Carnival Gaiety... 

Via novelty treatments, bright colors. Teen- 
agers are not timid; they will go for such 
styles as Glamour Debs’ harlequin-patterned 
flat of multi-colored Trish linen, Buster 
Brown Div., Brown Shoe ... or Deb’s broken 
eggshell, its eyecatching lines executed in 
bright leathers .. . orange, turquoise, yellow. 


A Double Dare... 


To buy your safe basic patterns in an un- 
conventional way. Start a Gold Rush with 
metallic gold skimmers, available after May 1 
from the general line divisions of Interna- 
tional Shoe Co. Show genuine handsewn 
loafers in a white grained leather . . . these 
by Rand City Club and John C. Roberts, also 
of International. For reasoning behind these 
promotional ideas, read the story. 


AFTER BEAT OF 


Play a few bright notes with promotional merchandise 
to step up the tempo of your teenage business . . . 


EENAGERS BUY CLOSE TO THEIR NEEDS! And what 

they are buying now for spring semester, or next 

month for Easter, is not in anticipation of the 
proms, class days and other special events that will 
crowd their early summer calendar. These are events 
to be taken care of “tomorrow.” First things first, and 
besides, they’re out of funds ... TEMPORARILY. 
However, allowances and future earnings (approxi- 
mately $9 billion dollars annually) will replenish their 
wallets. 

So, if any retailer has a right to expect a profitable 
post-Easter business, it is the one who caters to the 
young, active crowd. A right, that is, if he has the 
merchandise to satisfy youthful demands for freedom 
cf selection, not only in patterns, but in colors, lasts 
and heel heights. Remember, many teenagers are shop- 
ping on their own for the first time, and many will shop 
to satisfy whims. They also are NOT timid about ac- 
cepting new ideas. In fact, they easily become dis- 
gruntled when they see “the same old thing” after sev- 
eral trips into a store or department. 

And this means: While you may have to size-up on 
certain basics and perhaps a fad item that is moving 
great guns, don’t rely on “what’s selling now” for the 
profitable summer selling period that can be yours. 


Wash and Wear... 


These are magic words, applicable not only 
to apparel but footwear too. Pedwin (United 
Men’s Div., Brown Shoe) clothes-pins its 
summer promotion on sueded nylon, a mate- 
rial that truly scrubs up like new. In bright 
red or bright blue with white crepe soles, or 
loden green and gray with black, tobacco 
with brown, this Buclon material is featured 
in three styles, this blucher included. 
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SUMMER SELLING.... 


This is the time to pick some new styles for promotion, 
ideas that will excite the young people make them feel 
“T’ve just got to have ——!” And then buy they will, 
with next week’s allowance or baby sitting money. 

The safest summer promotion any girls’ retailer can 
pick revolves, in all probability, around white. It’s a 
WHITE season . . . we’ve all said in the industry ... 
but saying doesn’t just make it so. Give white a pro- 
motional push . . . call it Milkmaid White, using floral 
painted milkcans and pastel colored milk stools to cre- 
ate a countrified setting. And then, if possible, show 
how necessary white is to all the prettily provincial 
party dresses that will dominate the summer party 
scene, pink and white or blue and white checked ging- 
hams with embroidered apron effects. In featuring 
white, be sure to have a variety of materials and pat- 
terns on both flats and heels. 

Promote white for young blades too. Pick a well- 
accepted pattern, such as a handsewn loafer, then the 
white (sueded or grained) is all that needs “selling.” 
Show white shoes with white slacks and patterned 
jackets or shirts. And, in tribute to our 50th state, 
Hawaii, where white is a well accepted fashion among 
men, call your promotion “‘Kane Kool” .. . Kane being 
the Hawaiian word for man. Travel posters and paper 
ieis provide easy window props. 

In a similar vein, take another basic pattern—the 
girls’ skimmer—and boldly show it in a non-tarnishable 
gold material or twinkling gold kidskin. Add another 
gold accessory note (belt or bag) and feature gold with 


Spectator Spectacular... 


Play it high with stacked leather heels, or 
low as in ballerina flats. Tips and foxings 
of black, blue and brown may look old to 
industry eyes, but they are new to teen- 
agers. Both by Sandler of Boston. 
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by GERALDINE EPP 


all-white apparel. You could literally start a “Gold 
Rush” in fashion. 

Other promotional ideas for summer dress up shoes 
revolve around bright colored straws, jeweled skim- 
mers, and dancing sandals of pastel pink or blue in 
addition to white. And, finally, don’t overlook the tint- 
able pump .. . of white silk or linen . . . so that you 
can match any special party dress. 

To bridge the span between party and play clothes, 

(CONTINUED ON PAGE 61) 


A Straw in the Wind... 


To be promoted as a Summer Cooler. Of 
nylon straw, this Show-Offs features a 4/8 nat- 
ural cork wedge and a bow of leather loops. 


Milkmaid White... 


The shoe accessory for the countrified ging- 
hams that will dominate the summer dress 
picture. Both flats and little heels are neces- 
sary ... for example, the white glazed kid 
pump with a 4/8 heel, a Show-Offs by Ed 
White Junior, and Demosettes’ prettily pro- 
vincial bow pump on a 12/8 heel. 





“GROW ROOM” 
In CHILDREN’S SHOES... 


New studies indicate that too much “grow room” in chil- 
dren’s shoes ruins the fit and is dangerous to the growing foot. 


VERYONE knows the dangers of a shoe fitted 
kK short and narrow—especially in the case of 
children. 

But many shoemen, doctors and parents have 
tended to overlook the fact that the too-long (and 
too-wide) shoe can be every bit as dangerous to the 
growing foot. 


Children’s lasts and shoes are designed so that the ball flex 

is at a specific location and angle. The shoe fitted over-long 

forces the shoe to be flexed farther back, just in front of 
the shank, which is harmful to foot and shoe alike. 

We hear many shoemen tell parents that the too- 
large shoe can be harmful. But rarely is it brought 
out how, why and where such harm sets in. 

Now, however, come findings from studies made by 
the Child Foot Research Department of the R. J. Pot- 
vin Shoe Co., Brockton, Mass., makers of infants’ and 
babies’ shoes (Buntees). 

In a selective survey among retailers, the company 
found that most retailers and shoe fitters follow the 
“grow room” practice in fitting children’s shoes. De- 
pending upon the retailer or fitter, the “grow room” 
length allowance varies from one-half to one and one- 
quarter inches from the end of the toe of the foot to 
the end of the toe of the shoe. The average allowance 
(depending upon the age of the child) is from %4 to 
one inch. 

Further investigation revealed that in virtually all 
written material it is practically “standard” advice 
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DO NOT CORRESPOND 


Excessive allowance for “grow room” in children’s shoe 
fitting can create a seriously ill-fitting shoe. Noted here 
are several important areas where faulty fit is caused by 
over-long shoes. 


by BILL ROSSI 


that the shoe be fitted with grow-room allowance aver- 
aging around one inch. Some advise the “rule of 
thumb” whereby the grow-room allowance should be 
the width of the thumb (about one inch). These rec- 
ommendations are found in government pamphlets, 
professional journals, consumer publications, newspa- 
pers and syndicated columns, and a variety of other 
sources which ultimately influence the thinking of 
parents. 

According to Richard J. Potvin, company president, 
“The grow-room idea—which in the majority of cases 
evolves into an over-long and over-wide fit—is so deeply 
ingrained that the parent has come to expect this as 
the normal and best fit. But it isn’t, as the studies 
show. There is a limit to grow-room allowance in shoe 
fit. Beyond that, the effects on the growing foot can 
be detrimental.” 


What Happens 
Any last of a given length and width is designed to 
accommodate a foot of corresponding size and width. 
In children’s shoes, reasonable “grow-room’” is built 
into the last. Each section of that last is designed to 
correspond in fit to the same part of the foot: the 
(CONTINUED ON PAGE 61) 
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Top shows proper height inside shoe at toe. Toe has ample 
grow room forward, has no pressure from top. Bottom sketch 
shows foot of same length in shoe of same size. Shallow 
or low-ceiling toe box (formed over last) makes this shoe 
short to begin with—even though there’s ample toe-room 
forward. 
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Mir. Net asked for an 8 


Mr. Net of Nettleton asked for an 8 iron—and he got it! Creating light-casual 
shoes is about like that tough approach shot on your favorite golf course. There 
just isn’t room for anything but consistent quality. That’s why Nettleton soles 
every one of its nationally famous light casual shoes exclusively with Armour soles. 
Ask for an 8 iron and it’s got to be 8, not 7 or 9. No wedge shapes or imperfec- 
tions! Ask for fine leather and it’s got to be the finest. It’s got to wear—’cause 
there’s less to wear on light soles. That calls for prime fibres. And it’s got to look, 
Consistent quality!) That sums up Nettleton’s reason for using Armour soles, say 
Jerry Randall and Harry Lenz, Nettleton’s Purchasing Agent and Designer, re- 
spectively. And service! When 81-year-old Nettleton wants it, Nettleton gets it 
from Armour. Like to see what Armour’s standard tannage with “D” treatment 
can do for your light casual production? Or other tannages and treatments to 
meet any shoe manufacturing need? Have your Designer or Purchasing Agent 


Ntthilon LAZY LACER and ARMOUR’S SOLES — ideally combined 
di RMOUR LEATHER COMPANY Om0rowd- lomager-Today- 


SOLE LEATHER DIVISION WILLIAMSPORT, PA. 


call Armour today. 
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Shoe Zoo Gets Children’s 


Charleroi, Pa., retailer turns basement into main attraction 


HREWD, ebullient Edward 
Bergstein stepped up his thriv- 
ing shoe operation by stepping 

down into his cellar. 

Three years after he socked $14,- 
000 into turning his basement into 
a Shoe Zoo kiddieland, Bergstein 
his children’s business has 
tripled. It accounts for 30 per cent 
of his $200,000 (plus)-a-year gross 
(“That’s round numbers”). 

Discussing the Shoe Zoo the other 
day, Bergstein, a stubby, bald, 40- 
year-old former school teacher, said 
gleefully: 

“They thought I was crazy. They 
said no mother would go down into 
a cellar to buy shoes for her kids. 
That was three years ago. I don’t 
hear that anymore. 

“The Shoe Zoo gives the mothers 
a place to dump their kids. That’s 


Savs 


why I had bench type seats installed. 
There’s room for the whole family. 
Grandma and grandpa like to watch 
the kids get their shoes.” 

“They” included shoe merchants 
in the hotly competitive Charleroi 
market, where hours of sleep are 
lost by operators trying to outthink, 
outsell, outpromote their rivals. 

Charleroi is one of three major 
towns in the Monongahela Valley, 20 
miles south of Pittsburgh. 

The other towns are Monessen 
(where Bergstein, his wife and 
daughter and son live), population 
21,000, and Donora, home of smog 
and Stan Musial, population 12,000. 
Charleroi, population 10,000, sup- 
ports 11 shoe stores. 

There’s money in the valley. 
Charleroi stores do an annual retail 
volume of $31,000,000. That’s in a 


region where, if the shopkeepers 
aren’t worried about steel going out 
on strike, they worry about being 
invaded by chains and out-of-town 
shopping centers. 

Bergstein’s operation, Haas Fine 
Footwear, was started 52 years ago 
by his late father-in-law, Sam Haas, 
when Fallowfield Ave. was a mud 
strip running through town. The 
store still stands on Fallowfield, now 
paved and bustling. The location is 
about three blocks from a 35-acre 
parking site purchased for $106,000 
a decade ago by the Charleroi Cham- 
ber of Commerce, an aggressive or- 
ganization still recoiling from the 
abrupt closing last year of the 
town’s largest department store, 
Pittsburgh Mercantile Co. 

Haas’ has moved across the street 
several times. Its present location 





Trade... 


is five years old. One of the store’s 
slogans is, ““We’ve Fit Feet for Fifty 
Years.” Another is the more out- 
rageous, “Haas You Ever Seen a 
Shoe Zoo.” 

The Shoe Zoo is devoted to chil- 
dren. Bergstein hopes the same can 
be said vice versa. The Zoo takes 
up about two-thirds of the store’s 
100-foot depth. The rest of the base- 
ment is a stockroom, jammed: with 
shoes, many of them ordered well in 
advance of the season to take advan- 
tage of eight per cent discounts. 

3ergstein outfitted the room with 
black metallic plastic covered 
lounges, long enough to seat the dot- 
ing family of any 6-month-old, from 
grandpa to the maiden aunt. The 
room is trimmed in gray and white. 

Stuffed apes hang daringly from 
the pipes across the ceiling. Tired 
tigers, stuffed, peep harmlessly from 

(CONTINUED ON PAGE 67) 


Foot-pedal merry-go-round keeps children happy while their mothers 
pick out shoes. 

Below: General view of Shoe Zoo. Electric train carries new shoes 
up to cashier’s desk. 


Left: Long, black plastic covered couches are big enough for the 
children and all their relatives. 


by ARNOLD ZEITLIN 





Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 32) 


on a quarterly basis instead of 
annually in one lump sum. 

Also along social security lines, 
Rep. Wilbur D. Mills, D., Ark., will 
seek increased social security bene- 
fits. Mills, chairman of the House 
Ways and Means Committee, indi- 
cated he will ask his committee to 
consider proposals to eliminate the 
i-year age requirement and _ to 
increase minimum payments of 
social security. 

Mills said this could accom- 
plished without increasing taxes. 
He added that an across-the-board 
increase in benefits would 
increased taxes, 


be 


require 


The U. S. Department of Agri- 
culture has hired Dr. Roy Chester 
Newton, a retired Swift & Co., 
expert, to find new uses for hides 
and other farm products. 

Dr. Newton was vice president 
in charge of research for Swift at 
the time of his retirement in 1959. 
His new title is “coordinator for 
utilization research” for the De- 
partment of Agriculture. He is the 
recipient of a long list of awards 
for distinguished service to the 
food industries. 

- 

Minimum wage legislation is be- 
coming a key election issue. 

Democrats are fighting hard to in- 
crease the hourly minimum from $1 
to $1.25. 

The Republicans, seeing the rising 
sentiment for a higher minimum 





Gold embossed, 

grained plastic or 

etched brass name- 

plate “effectively presents 

your store name, logo-type or trade mork with- 
out detracting from the shoe or disploy. Avail- 
able in men's sizes 7, 7% or 8 C & D and boys’ 
size 5 C and D. *(50 pair minimum order for 
etched brass nameplate). 
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G 
ANOTHER, QUALITY PRODUCT FROM THE NATION'S SHOE TREE PIONEER 


EMBOSSED 
GRAINED 
PLASTIC INSERT 


* Made of durable, light- 

weight plastic. Eliminates ob- 

jectionable weight of full wood 
trees on counter displays 


* Custom, black finish and con- 
trasting name plate attractively accen- 
tuates your name and complements shoe 


* 2-port construction allows you 
to replace forepart only to fit any 
style changes 


ia 


Adjustable for length and width 
through unique, Pierce- 
developed, hinge and screw ad- 
justmenp that assures perfect fit. 


COMPANY 
BROCKTON. MASS. 





wage, will abandon President Eisen- 
hower’s original program for ex- 
tended coverage alone. The adminis- 
tration is now also backing higher 
minimum wages. 

Such a move by the administra- 
tion blunts somewhat the vote-get- 
ting of the broad legislation backed 
by the Democratic party’s two 
avowed presidential contenders, Sen- 
ators Kennedy and Humphrey. 

The Republican proposal would 
probably extend coverage to 2.5 mil- 
lion workers, mostly in chain stores. 

The real headache for retailers is 
the Kennedy minimum wage Dill, 
whieh would extend coverage to an 
additional 7.5 million workers. 

The Kennedy bill, after labor sub- 
committee juggling, now brings just 
about all retailers under regulation. 

The bill calls for a four-year 
progression scale governing both 
minimum wages and maximum hours 
for all retail stores doing a gross 
business of more than $750,000 an- 
nually. 

It would hold the minimum at $1 
an hour during the first year but 
provide a maximum work week of 46 
hours. During the second year the 
minimum would go to $1.10 with 
overtime after 44 hours. Third year 
—$1.20 and 42 hours. Fourth year 
-—$1.25 and 40 hours. 

Firms grossing less than $750,000 
would be required to pay a flat $1 
minimum. This would be effective 
18 months after enactment. It has 
no overtime requirement. 

Federal regulation will not only 
force wages higher but will increase 
store costs by imposing record-keep- 
ing requirements on retailers. 


Soviet Sadness: Unwanted 


Shoes Pile Up in Stores 


MOSCOW—tThe Soviet newspaper 
Izvestia claims Russian shoes are so 
poorly made that unsaleable foot- 
wear is piling up in the stores. 

The paper quoted a shoe specialist 
for Moscow’s Central Department 
Store as saying $1 million worth of 
shoes have accumulated in her store 
and $44 million worth in all Moscow 
stores—with no takers. The Central 
Science Investigative Institute of the 
Soviet leather industry was given 
the blame. 

Said the department store special- 
ist: “By the time a new style pro- 
posed to them is approved, the style 
already is out of date.” 
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Smartly sophisticated and 
designed for easy living is this 
brown suede casual, with 
contrasting black heel, sole and 
piping. Exuding character 

and distinction borrowed 

from the continent, it is 

made luxuriously comfortable 
with American-conceived- 


and-manufactured 
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AMBASSADOR SHOE CORP. 
Webster, Mass. 


Hudson, Massachusetts 
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SOME THINGS JUST SEEM TO BE... 





TINTORETHR\DYPAB| 
mine QUABITAS DYES 


AMALGAMATED LEATHER COMPANIES, INC. * WILMINGTON 99, DELAWARE 
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MADE FOR EACH OTHER... 


TINTORETTA 


DYEABLE SUEDE 


QUALITAS DYES 


Meet the Modern Cinderella 
Leather—luxurious Tintoretta, 
the finest quality kidskin suede 
ever to be made available for high 
fashion footwear . . . the only suede 
leather ever developed exclusively 
to be surface dyed with new ready- 
mixed, ready-to-apply Qualitas 
dyes. The result? Footwear fash- 
ions unlimited with in-stock pat- 
terns that can be custom colored 
by the retailer in a variety of 
shades to please the most dis- 
criminating customer. 


IN NEW TINTORETTA COLORS 
FOR FALL 1960 


HERON—dark blue gray 
souris— medium brownish gray 
LAST LEAF—golden leaf brown 


POWDER BROWN—creamy wood 
brown 


DEEP TURTLE—dark brown olive 

PIMPERNEL—lighi scarlet red 

DELPHIC BLUE— purplish blue 

AUBERGINE —dark eggplant 

WILD THYME—Drownish sulphur 

gold 

or in fashion colors from the 

ORIGINAL TINTORETTA GROUP 


OLIVESHEEN e PARIS GREEN e GARNET 
e AMARANTH e EMERALD e TANGERINE 


and delicate 

BRIDESMAID’S PASTELS 
BLUE STAR e ARBUTUS e CITRON e 
CYCLAMEN PINK e MIMOSA e AQUA 


e LILAC e TURQUOISE e BUTTERFLY 
BLUE e AMETHYST e BUTTERCUP 


Ask to see Tintoretta in these 
fashion colors. . . the amazing dye- 
able suede for footwear fashions 
unlimited— 


by 
+ Ambo of course 


AMALGAMATED LEATHER COMPANIES, INC. 


WILMINGTON 99, DELAWARE 
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| needs and wants . 


Profile: Alma Bass 
(CONTINUED FROM PAGE 40) 


So... in 1950 she opened her 
Cinderella Bootery at 524 South 
Main Street, in downtown Tulsa. 
She evidently had the right potions 
for the success brew, the magic for- 
mula. In 1955 she opened her sec- 
ond shop, a suburban operation in 
Harvard Village. Although it is a 
small shopping center, it is a most 
desirable location for the Cinder- 
ella kind of business. Miss Reland 
Jett, who had worked with Miss 
Alma since 1937, as her assistant, 
was made manager of this shop. 

The third, and most recent unit, 
“The Store with the Children’s 
Door,” was opened in August of 
59. This shop, too, is in a suburban 
location . . . Fike’s Center at 51st 
and South Lewis Avenue. Rella 
Kennedy, who had assisted in Store 
No. 2, was made manager of this 
one. Melva Milligan is manager of 
the downtown store. 

You will notice we have men- 
tioned only women’s names. That 
is because it’s a woman’s world at 
Cinderella. There are fifteen full- 
time employees and they are all 
women, all trained by Miss Alma 
and carrying out her precepts of 
personal interest in the customer, 
sincerity, service, quality merchan- 
dise. 

“Our policy is to treat our pa- 
trons as guests in our home,” says 
Miss Alma, “making available to 
them what we feel is the best qual- 
ity merchandise and serving their 
. even before 
they are aware of them.” As a re- 
sult, practically the entire metro- 
politan shopping area looks to Cin- 
derella Bootery for the most in high 
style as well as corrective and pre- 
scription shoes. 

Miss Alma is a firm believer that 
orthopedics and basics can be suc- 
cessfully mixed with style. In the 
Cinderella shops they carry the 
Edwards basic and orthopedic shoes 
for children, as well as their dressy 
styles. For “dress up” there are the 
highly styled Alex Originals for 
girls and Daninos (an Italian shoe) 
for boys. 

“We are children’s shoe special- 


| ists,” says Alma, “but we also take 
| care of the mothers’ shoe needs with 


| 


such lines as ‘Soft Touch of Edith 
Henry,’ Lucky Strides, Sandler of 
Boston, Cobblers, Brogan .. . smart, 


high style dressy flats and casuals. 
A good percentage of the mothers 
we serve were the little girls of a 
few years ago. They look to us to 
keep them, not only correctly fitted 
but also shod in the height of fash- 
ion.” 

Alma Bass has had an insatiable 
desire for knowledge. She studied 
orthopedics in order to be qualified 
to work with doctors in prescrip- 
tion fitting. She also attended the 
Orthopedic Work Shop at Temple 
University in Philadelphia. She has 
taken advantage of every available 
course that might prove beneficial 
in selling and merchandising, and 
she never passes up an opportunity 
to attend a good sales lecture or 
meeting. 

These basics, plus a_ natural, 
feminine flair for fashion, and 
keeping abreast of all the new 
trends, colors and styles, make the 
happy combination for the success 
of Cinderella Bootery. 

Many people ask Alma whether 
it doesn’t make her feel old to be 
fitting the second generation, the 
babies of the girls and boys she 
had fitted in their youth and 
watched grow up. “Indeed it does 
not,” says Alma. “I just say that I 
started young. 

“I can think of nothing more re- 
warding, at the close of a day’s 
work, than to be able to remember 
the adorable children who have 
visited our shop; or how we helped 
a bewildered mother with her baby’s 
first shoe problems; or the child in 
braces who was made happy with 
new shoes, carefully fitted. 

“It doesn’t take our employees 
long to be imbued with this same 
enthusiasm, sincerity and love of 
people. The warm, friendly atmos- 
phere prevails in all of our stores. 
I have tried to live my personal, as 
well as my business, life by the 
Golden Rule. Perhaps that is why 
we have a happy organization and 
our customers enjoy dropping in to 
see us, whether for a new pair of 
shoes or just a friendly chat. 

“When I married, I was so fully 
engrossed with shoe business, I 
couldn’t think of giving it up. My 
husband, Clyde Bass ... a wonder- 
ful, understanding person .. . con- 
sented to my continuing as a career 
girl. He is an accountant with the 
Tidewater Oil Company. Frequent- 
ly, on his days off, he takes a bus- 
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man’s holiday, helps out in our book- 
keeping department, where we have 
two regularly employed bookkeepers. 

“We have no children of our own 
but are godparents to several nieces 
and nephews. They, along with our 
friends’ children, always come to 
visit. We enjoy them; and vice 
versa.” 

Alma Bass’ hobby, other than her 
work, is to share her husband’s en- 
joyment of trout fishing in Colorado. 
They “rough it” for a few days, 
once or twice a year, when they go 
off to their retreat (as they call it), 


a lodge far into the Rocky Moun- 
tains, about fifty miles from Aspen. 
They loaf and fish and usually take 
a two or three-day pack trip into the 
mountains. They belong to and are 
active members of the Boston Ave- 
nue Methodist Church. Alma works 
on the Community Chest Drive each 
year. She is a member of the Tulsa 
Chamber of Commerce and the Pe- 
troleum Club. She is a past president 
of the Alpha Iota Chapter of the 
Epsilon Sigma Alpha business sor- 
ority. 

She sums it all up: “I think I 
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You’ve Got To Tell, If You Want To Sell! 
Travel Promotion Is One Example... 
Women’s NyloVel Shoes Are Another! 


NEIMAN-MARCUS had to immediately re-order several runs of NyloVel shoes made 
by EVINS after a typical store promotion on them. Priced at $34.95, the re-ordered 





lots sold out as “though they were a nickel a pair!” 
The point is clear. Send out the right messages to your public, via ads, displays 


and sales staff—women will respond just as soon as they eye the elegance 


of NyloVel. 


Top women's lines will feature NyloVel for Fall. When you buy and receive your 
shoes of this dream-shoe material, please don’t wait for women to ask for them, 
just because they're on display. Beat the drum and you're sure to beat your 


sales quota! 


NyloVel means extra pairage and profits. 





FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 














have the greatest job in the world. 
Wouldn’t trade it with anyone, for 
anything. The privilege of fitting 
and caring for little feet; the con- 
fidence and trust that the parents as 
well as the doctors place in me and 
my staff... that is the most grati- 
fying.” ' 


What Should We Do 


with Transition Shoes? 


(CONTINUED FROM PAGE 43) 
who have just stayed at home, too, 
and feel more than ready for any 
kind of change.) Some wedges in 
these back-to-town shoes will be a 
good idea. However, if you consider 
that your customer should begin to 
get back into the swing of more 
formal daytime shoes, then give her 
a medium high heel. There will be 
plenty of soft, unlined shoes to pro- 
mote, especially on stacked heels. 

As for transition materials, we 
like mesh very much, preferably in 
dark colors, of course. With brown 
so strong for summer and fall, in 
clothes ranging from pale, pale 
beige to very dark brown, you can 
think of some dark brown mesh to 
take the place of some of the tradi- 
tional black mesh. Again, with the 
thought of coolness, why not include 
some punched-through leathers in 
darker colors? There is every reason 
why patent leather in open patterns 
can be promoted for July and Au- 
gust selling. These patent leathers 
will differ from the spring patent 
leather pump, usually a closed pat- 
tern. And then, of course, there are 
the darker lusters, so universally 
liked for this season and the alliga- 
tor lizards, offered by a select num- 
ber of manufacturers. 


Alaskans Line Adds 19/8s 


MILWAUKEE — Heel heights of 
the 19/8 variety are among new 
styles and patterns added to the 
Alaskans line of over-the-stocking, 
cold weather footwear for 1960. The 
line is made by Kickerinos, a di- 
vision of the Hampton Corporation 
here. A company spokesman said the 
new heels provide ‘a touch of ele- 
gance combined with warmth.” The 
spokesman said also that the line has 
proved successful even in some areas 
without extremely cold weather or an 
abundance of snow. 


Boot and Shoe Recorder 











You're the first 
salesman who ever 

eo) foMant-Mnditelmiste] (ome! 
quality shoe for children” 


Sweet words, aren’t they? 


Words that indicate complete confidence in the salesman... and 
the shoes he sells. 


Words that are filled with sincerity ... and sales. 
Words that are heard often... when the shoe is Pro-tek-tiv. 


Why? Because most people just don’t know what makes a quality shoe. 
You’ve got to tell them. And to tell them convincingly you must show them a 
shoe with a// the quality features. 


One or two features won’t do. They leave the customer only half-convinced— 

only half sold. To completely convince them . . . to instill the conviction 

that creates repeat sales...you must show them a shoe with a// EMBs 
the quality features. ° 7. 


AND THE ONLY SHOE WITH ALL THE QUALITY 
FEATURES IS PRO-TEK-TIV. 


For full information about the Pro-tek-tiv line, or details about 
a Pro-tek-tiv franchise, write: 


ox 


SENT 


Pro-tek: tiv’ 


CURTIS ¢ STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN'S SHOES SINCE 1882 
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THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. - - SALES FOR DEALERS 


ONLY 
Pro-tek-tiv’ 


HAS THEM ALL! 


— 


BUILT-IN HEEL WEDGE 
. . to help keep ankies from 
turning in. 


EXTRA HEEL FITTING AID 
. « to help hold the heel in 
normal position. 


LOWER OUTSIDE QUARTERS 
. no gap at the sides—no 


slip at the heel. 


RIGHT AND LEFT HEELS 
... help give added support to 
inner side of foot. 


DIFFERENT ARCH-HEEL HEIGHTS 
. . » changed twice in each size 


BREAK-IN DIMPLES 
. « « provide natural rest for 
the foot. 


FREQUENT LAST CHANGES 
. . « twice in each size range. 
Other brands change only once. 








the one that telis ’em...._ 








.. Is the one that sells "em 





“That’s the basic picture, let’s take it from there.” Whether it’s leather 
or the latest sales curve under consideration, men at the management 
level rely on the RECORDER for the research and information that 
helps put the whole picture together. It’s the only publication that reflects 
every facet of shoe business interest, every operational detail. The men 
who read it—need it. They prove it by their rate of renewal... over 7% 
higher than the national average of 284 trade magazines! Get your share 
of their consistent attention — your share of the budgets they control. 
READERSHIP — Leads its nearest IMPRESSION — Exposure time 
competitor by 94% according to National for each issue is longer by months 


Analysts, Inc. survey, which shows than any competitive publication. 


average of 3 readers per copy. 
te) 


VITALITY — 43,000 reprint requests in IMPACT — Superior quality and clarity 
ten months — and the highest subscription of reproduction plus full color availability, 


renewal rate in the trade — 74.74%. provide maximum visual power. 


———al, 


é Turnover — Functional 1959-60 
significant articles — pense — Shoe 
send for reprints to rn vo Industry 
Boot & Shoe Recorder, Phase II of a Facts and 


Continui % 
Philadelphia 39, Pa. inuing study Figures 
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A CHILTON ) PUBLICATION 


If you missed any of these 
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Your best salesman 


is a child’s joy... 


! => j 


the first time she sees 


a pair of F 


“CORDUROY WRAP AROUND” 
Slippers 


Even little ones immediately recognize the smart 
styling and comfort of these clever slippers. Side 
zipper opens slipper wide for easy fit; then trim 
collar with gripper wraps neatly around foot. Per- 
fect! A joy to wear and a pleasure to behold in crisp 
colorful plaid. 


Style #381. All corduroy 
wrap-around zipper. 
Colors: Red and 

Blue Hopscotch. Sizes: 
3 to 11. Packed 36 
pairs assorted colors 

to the case (in 
individual 

display boxes). 


Write for more information to representative nearest you 


DISTRIBUTED 
NEW YORK REPRESENTATIVE WEST COAST REPRESENTATIVE IN CANADA BY 
Mr. Max Elb Mr. George Greenbaum Tudor Corporation 
915 W. End Ave. Alexandria Hotel, Room 708 4503 Melrose Ave. 
New York, New York Fifth at Spring Montreal Que., Canada 
AC 2-5601 ee Los Angeles 13, California HUnter 9-2021 


NOHEL Manufacturing Corp., 50 ALEPPO St. 
PROVIDENCE, RHODE ISLAND 





Keep the Regular Customer Regular 


BILOXI, MISS.—Asking each employee in four 
stores to report any instance in which a former regu- 
lar customer has not come in for a considerable 
period of time has built goodwill and sales for Gryder 
Shoes, here. 

W. C. Gryder, head of the Mississippi Gulf Coast 
group of stores, makes a continual effort to “keep 
the regular customer a regular.”’ When such a cus- 
tomer stops visiting a Gryder store, he recognizes 
that there may be several reasons. The customer may 
have moved away, or he may have been displeased. 

The only way of knowing that a “regular” isn’t 
appearing in a Gryder store, of course, is for the 
salespeople who usually wait on the customer to re- 
port any exceptionally long period of time between 
visits. As each report comes in, it is the responsibility 
of the local manager to follow up, by telephone or 
letter. In many instances, it has been found, a simple 


phone call expressing concern over the non-appear- 


ance of the customer is enough to bring him back. If 
there is any element of dissatisfaction involved, such 
as the poor performance of a pair of shoes, goodwill 
can be rebuilt. In such instances, the Gryder stores 
unhesitatingly replace the shoes, pointing out that 
satisfaction is a “must” at any cost. A woman cus- 
tomer may be miffed simply because someone else 
was waited on out of turn. In this instance, a personal 
apology from Mr. Gryder as the head of the company 
will often mollify her feelings and result in a happy 
“reunion” between the customer and salesperson. 


When You Can’t Grow, Move 


ENGLEWOOD, COLO.—Watch for the location with 
the greatest potential in shoe sales. When your store 
becomes limited to a non-growing neighborhood, move 
to a better location. 

W. H. Wallace, president of the Wallace Shoe Stores 
here and in other Colorado cities, believes in these 
principles and follows them through. 

Latest example is his newest store, formerly located 
in Chaffee Park, and now moved five miles north to the 
new Westminster Plaza Shopping Center, 7301 N. Fed- 
eral Blvd., north of Denver. The new site is just 300 feet 
from the southeast terminal of the Denver-Boulder 
turnpike. 

Eighty per cent of the present customers in the new 


| store are former clientele of Chaffee Park. The re- 


maining 20 per cent have been added to a new perma- 
nent file, according to Store Manager Ed Wrobel. Mr. 


| Wrobel has been in the shoe retail business for 34 
| years, the last eight with Mr. Wallace. 


One of 14 stores on the Westminster mall, the shoe 


| shop occupies 2400 square feet and has two entrances. 


Outstanding in the store’s plan is a metal overhang 


over the mall, offering an impression of high lift to 
| the store as well as practical protection for customers. 


Display windows, designed for easy accessibility, are 
entered by doors hanging vn rollers. The windows are 
finished in rubbed surfwood like the shelving and trim 
in the men’s department. Women’s and children’s de- 
partments are finished in Philippine mahogany. 
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There’s more Ke) 
SELL 
in STETSONS 


Like this LATEST IDEA 


in summer light slip-ons 


IN DEMAND- 
IN STOCK 


The leather is woven, like a fine fabric... hand 
loomed to give it a unique fashion look and a 
cool lightness ideal for spring and summer 
dress casual wear. Stetson scouts found this 
exclusive leather on one of their trips abroad. 
There’s nothing else quite like it. Unlined, 
combined with a flexible sole and light weight, 
scooped out heel it shapes up like a true 
style leader. 

Designed to sell at a good price, to bring 
you good profit. Extra pair business for the 
most part...carried in-stock for your buying 
convenience and prompt delivery without 
delay. Plan to make it part of your early 
spring display. 

THE STETSON SHOE COMPANY, INC., 
South Weymouth 90, Massachusetts 
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1980 Bamboo tan 
1981 Black 


1983 Two eyelet tie version. 


DEPT. 5 


Ready supply of 
wanted shoes 
Stetson goes to unusual 
lengths to see that this 
department is always 
in supply —a service 
feature that puts extra 
“sell” in Stetson shoes. 
You can order out of 
this stock any time, at 


your convenience, 





Reigning supreme in fall footwear—Pigmillion Pig- 
skin—just about the nicest thing that ever happened 
to a pair of shoes. The plush texture is as soft as 
velvet... a perfect partner for the bold and brilliant 
colorings. And now, this lush leather is treated with 
SCOTCHGARD* Leather Protector to scoff at water 
spots, surface dirt and stains. Completely washable 
and cleanable, too... it retains its sparkling newness 


day in, day out! Small wonder it’s the first choice of 


What wonderful leather we're having 


the nation’s top shoe stylists. For names of manufac- 
turers who offer Pigmillion Pigskin styles, write to: 


PIGMILLION PIGSKIN 


HAUS OF 
ROCKFORD, 


KRAUSE 
MICHIGAN 


*SCOTCHGARD is a Reg. T.M. of 3M Co. + Styles by Sylvie Hamilton Gallagher, fashion consultant to Haus of Krause. 








“SCOTCHGARD” Brand Leather Protector makes 
all weather wonderful...rain, snow, sunshine... for 
Pigmillion Pigskin. This amazing fluorochemical is 
tanned right into such leathers as brushed pigskin, 
buckskin, cowhide splits. The shoes resist watery 
spills and perspiration. They wash clean with a brush 
and suds. Keep their shape and fit while wet—and 


after drying, too. What’s more, soil whisks away. And 


What wonderful weather we're having 


colors stay lastingly fresh. For details, write 3M, 


Dept. KBA-40...and refresh your sales this fall with 


OTCHGARD 


\ 


LEATHER PROTECTOR 
"SCOTCHGARD" IS A REG. T.M. OF 3M CO., ST, PAUL 6, MINN. 


Minntsora Sfinine ano Jffanuractunine company 
+. WHERE RESEARCH IS THE KEY TO TOMORROW 


© 1960 3m CO. 








Simco Shoes, New York, N.Y. « Architect: Simon B. Zelnik, A.I.A., New York, N.Y. 
Contractor and Glazed by Medoff Construction Co., Brooklyn, N.Y. 

PPG products installed: Pittco store front metal; Polished Plate Glass show windows; 
Herculite Tempered Plate Glass doors; High-Fidelity® mirror 


The best look is the “‘see-through” look .. . 
with a PPG Open-Vision Front 


Invite customers in with the “display room” look of a PPG Open- 


Vision front. People like this friendly, wide-open look that says ‘“‘come 
on in, we welcome your business.” That’s why Open-Vision fronts pay 
for themselves through increased business. Modernize your store front 
and watch your volume grow. PPG has the complete package to give 
you the Open-Vision look: Pittsburgh Polished Plate Glass, PITTco' a 


store front metal, TUBELITE®, West and HERCULITE® doors and __ pittsburgh Plate Glass Company 
Room 0135, 632 Ft. Duquesne Bivd. 


PITTCOMATIC® automatic door operators. For more information, send . 
Pittsburgh 22, Pennsylvania 


for our free booklet or contact your PPG branch or distributor. 
Please send STORE FRONT booklet to: 
rhere’s one near you. 

Name 

Address 

City 


ip Pittsburgh Plate Glass Company store 


Paints + Glass + Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited eaueseaeuseearnaeaueaauaaeeea 
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After Beat of 


Summer Selling 
(CONTINUED FROM PAGE 47) 


sponsor a Spectator Spectacular. 
While the traditional tip and fox 
treatments may seem old to indus- 
try eyes, they are new to the current 
crop of teenagers. Cover yourself 
with black, blue and brown with 
white, at least, and show spectators 
on several heel heights — stacked 
heels (mid and high) as well as 
ballerina flats. 

Quicken the beat of fashion where 
casuals are concerned. In a carnival 
setting of confetti and balloons, dis- 
play footwear that is bold in pattern 
or gay in color. There are two ap- 
proaches one could take, a single 
novelty pattern, such as the harle- 
quin, that features a variety of 
colors, or a solid-color shoe in a va- 
riety of hues .. . orange, turquoise, 
yellow, bold blue or hot pink, to name 
a few. 

Those magic words “Wash and 
Wear” provide another summer pro- 
motion for both boys and girls. A 
new sueded nylon material that lit- 
erally scrubs-up clean, is being fea- 
tured in young men’s shoes in a 
variety of colors ... bright red, 
bright blue (with white crepe soles), 
gray and loden green (with black 
soles) and tobacco brown (with 
brown) ... in well-liked slipon and 
tie patterns. For girls, there are 
sueded nylon, nylon velvet and pig- 
skin with a Scotchgard finish, all of 
which respond to soap - and - water 
cleaning. So, why not display such 
fashions against a wash-day back- 
ground. String up a clothes line and 
attach paper towels that carry the 
“wash and wear” message to the line. 

Unfortunately, the shoe business 
has been suffering from the summer 
doldrums for many years now. Clear- 
ances on white footwear and other 
warm - weather merchandise have 
been pushed up to June all over the 
country—and older men and women 
have learned to wait for these sales. 
Young people, fortunately, are more 
impatient — they want what they 
want when they want it. And if you 
show them desirable merchandise in 
May and June, they will buy it then. 
So, bring on the new. Don’t let the 
young people get “clearance sale” 
conscious, and perhaps, in the fu- 
ture, we can re-establish the summer 
selling period for the industry. 
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“Grow Room” 


Children’s Shoes 


(CONTINUED FROM PAGE 48) 


length of the heel, length of the 
arch, heel to ball, as well as over-all 
length. 

Now, let’s assume that the shoe 
is fitted with one inch of grow-room. 
A full size measures one-third of an 
inch. So, if one inch of grow-room 
is provided, the foot is enclosed in 
a shoe that is three sizes greater 


than the length of the foot—as well 
as the length of the last. We in- 
stantly realize that the foot is not 
properly aligned with the last and 
shoe. The shoe is no longer a cor- 
rect fit. And the good intentions 
of the grow-room may be converted 
into harmful results in the wearing 
of the shoe. 

Each part of the last or shoe is 
“out of line” by from one-half to 
one full inch, depending upon the 
anatomical structure of the child’s 

(CONTINUED ON PAGE 65) 





STYLE 224 


America’s most 


this trade-marked, 
exclusive tannage. 
Priced from $1695 





accepted leiswre shoes. 
Size up now on styles of 


ay lor 
made 


shoe 


BURNT IVORY 
by 
Taylor of Maine 


STYLE 240 


Write, wire or phone collect today for complete information 
E. E. TAYLOR CORPORATION, FREEPORT, MAINE 
also makers of British Walkers shoes for men 





Color Pick-up 


PANAMA CITY, FLORIDA—Oil paintings shown 
in the center of a window display of shoes whose 


| colors pick up the hues used in the painting, have 


become a clever window display twist at the Adorable 


| Shop, women’s ready-to-wear specialty shop here. 


Top-flight Styling: square toe on a round 
sole; sleek, low lines accomplished with well- 
disposed hand sewn seams. 


Top-drawer Quality: a tradition of finest 
leathers, superlative craftsmanship. 


| eda 
Men 
With a Flair 
for “Living” 


look of understated elegance: the square 
toe, the round sole, the newly low-cated 
hand-sewn stitching of THE WEEJUN 
SOVEREIGN by Bass. originators of Weejuns* 


°T.M. Reg. G. H. BASS & CO., 204 Main Street, Wilton, Maine 
This advertisement will appear in 
SPORTS ILLUSTRATED — March 21 
April 11 
THE NEW YORKER — April 9 








*T. M, Reg. 
G. H. BASS & CO., Dept. BS32, Wilton, Maine, 614 Marbridge Bldg., NYC 1,N.Y. | 
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Cooperating closely with a local art league, the 
women’s shoe department displays an outstanding 
painting each week in its main window on this Florida 
resort’s busy Harrison Avenue. In every case, the 
painting does double duty in pointing out the excep- 
tionally wide variation of colors which are style-right 
for 1959-1960. Anywhere from 12 to 36 pairs of shoes 
have been used in a display, with colors selected 
carefully for each color used in the painting. For 
example, with a pastel scene which includes many 
yellows, browns, russets, reds, the matching shoes 
were grouped in approximately the same position as 
the colors in the painting, all the way around it, for 
an immediately effective type of display. 


Teen Telephone 


WANT to attract more shoe-buying teenagers? 
Then, give them a free service which they are bound 
to appreciate, says Henry Rogers, women’s shoe buyer 
at C. H. Holmes Company, department store in New 
Orleans, Louisiana. 

Holmes’ Teen shoe department enjoys a_ steady 
parade of high school-age girls every business day. 

What is the attraction? It’s the “Teen Telephone 
Service” which the New Orleans department store 
offers in the right front corner of the shoe depart- 
ment. Here, Mr. Rogers supplies a service dear to 
the hearts of all popular teenagers, in the form of 
a free telephone which any teenager is entitled to 
use at any time without the nuisance of finding a 
dime, or asking the permission of an adult. 

To provide space for the Teen Telephone Service 
a bracket shelf was built on the wall, and a clear 
line telephone installed. It by-passes the store switch- 
board so that it isn’t necessary to dial “figure 9” 
first. Upon the shelf on which the telephone is 
mounted is a brightly-colored poster with a “Memo 
to All Teens.” Below, the message reads, “This Is 
Your Phone—Use It to Make Calls.” 

In steady use through the day, the telephone has 
brought in as many as sixty young girls a day. 








1960 
Directory of 
Shoe Manufacturers 


57th ANNUAL EDITION 


Flexible Leather Binding, Fits Vest Pocket (234x5%) 
Many More Changes Than Ever Before 


$2.00 Priv 
ORDER TODAY 


AMERICAN SHOEMAKING 
683 ATLANTIC AVENUE 
Tel. Liberty 2-0190-0520 BOSTON 11, MASS. 
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NDERVEL 


A BOULEVARD FABRIC 


100% 
NYLON 
VELVET 


Now sold exclusively to the shoe trade by 


©3859 5300 506 bee we ap LY ©. Oy Pee Ont OF 


151. Lincoln Street, Boston 11, Massachusetts 
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# Here's why doctors can 
recommend Little Yankee dealers 
with complete confidence ! 





EVERYTHING YOU 

NEED TO DEVELOP 

THE CHILDREN’S 
PRESCRIPTION BUSINESS! 


When a child’s feet need special 
attention, whose store does the 
doctor recommend — yours or your 
competitor’s? You’ll get the lion’s 
share of the business as a 

Little Yankee franchised dealer 
because Little Yankee pro- 

vides everything you need to do the 
job correctly and gain doctors’ full 
confidence — fitting devices, 
prescription cards, mailings to doctors, 
fitting manuals, etc. and, most 

of all, Little Yankee Thomas Heel 
shoes, shown at left. 


S-shaped Thomas 
Heel with approxi- 
mately 14” inner 
wedge. 


Extra long firm count- 
er at the inner side 
of foot. 


Sculptured last increasing 
arch height — extra wide 
tread area — stronger, 


broader steel shanks. ’ pa 
a : 
* 


f 
i 


Yankee 


FIT FOR @ THE CHILD YOU LOVE 


Creatively designed by the YANKEE SHOEMAKERS 
a division of the Sam Smith Shoe Corp., Newmarket, N. H. 
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“Crow Room” in 


Children’s Shoes 


(CONTINUED FROM PAGE 61) 
foot. 

Take, for example, the important 
heel-to-ball measurement. The _ in- 
ner ball joint, instead of fitting into 
the ball-joint “pocket” as designed 
in the last and shoe, now fits behind 
that point. The ball joint, plus the 
natural spread of the ball in stand- 
ing or walking, must force a new 
*‘pocket” to be worn into the shoe. 
This has two effects: (1) to apply 
undue pressure on the ball joint of 
the foot; (2) to distort the shoe be- 
cause of stresses at points where the 
shoe isn’t designed to assume this 
stress. 

A similar mal-alignment occurs 
in the arch or shank area. The 
length of this shank is designed to 
conform closely to the length of the 
arch of the foot. The over-long 
shoe, however, brings on a “mis- 
mating” of shank and arch. 

The same principle applies to the 
heel seat—its length also designed 
in the last and shoe to correspond 
to the length of the heel of the foot. 
But a shoe fitted an inch beyond 
foot measurement brings on a mis- 
mating of heel fit between foot and 
shoe. 

Another detrimental effect is the 
loss of snug fit around the heel, as 
represented by the counter. For ex- 
ample, when the shoe is over-long 
there is an inevitable space between 
the back of the shoe and the back 
of the heel of the foot. This space 
may amount to as much as a half 
inch where the shoe is fitted one 
inch beyond foot measurement. Fur- 
ther, there is a looseness at the sides 
of the heel of the foot, and the im- 
portant mild gripping action of the 
counter is lost. 

Over-long fit isn’t always compen- 
sated by narrower width. Thus, if 
a size 10C foot is fitted to a size 12B 
or 12A shoe (only two-thirds of an 
inch grow-room allowance), there is 
an inevitable looseness of fit around 
waist and instep. We often see this 
reflected in a “looseness” of the 
leather under the instep or arch; or 
when the lacing seams abut. 

But perhaps the most harmful ef- 
fect of the excessively over-long fit 
is found at the “flex line” across the 
ball—the slightly angulated axis 
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from the head of the first to head of 
the fifth metatarsal. The last and 
shoe alike are designed to have the 
foot flex at that point. 

With the over-long shoe, however, 
the foot is made to flex behind this 
line—often at the point where the 
shank meets the forepart of the shoe. 
Thus the foot is trying to flex the 
shank, which is a more rigid part 
of the shoe and certainly isn’t made 
to be flexed. 

This mal-positioned flexing action 
(20,000 to 30,000 times a day with 
an active child) can bring on dam- 
age to foot and shoe alike. 


A general over-all result of the 
over-long fit is a distortion of the 
shoe. The shoe goes out of shape— 
not because of any fault of the last, 
shoe or foot, but because of a fault 
in the fit. If the foot and shoe don’t 
correspond in measurement as pro- 
vided by the built-in design and di- 
mensions of the last, then the active 
foot brings thousands of stresses 
and strains upon the shoe in places 
and ways not originally intended. 
The best shoe can’t be expected to 
hold its shape well with wear under 
these conditions. 

(CONTINUED ON FOLLOWING PAGE) 











PREFERRED 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 














MdAenVredic 


THE KEY TO FOOT-BALANCE * 








IN STOCK 
No. 64 Brown 
No. 645 Black 


You don't have to be a foot-fitting specialist 
to build a steady repeat business with Alden-Pedic 
shoes. Many family shoe stores use our shoes to sat- 
isfy “hard-to-fit" customers and build repeat busi- 
ness. Learn about our Foot-Balance® program today. 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 


Custom Boolmakers Since 1884 


BROCKTON, MASSACHUSETTS 











a shoe that’s gained national 








the original 





DUNHAM’S BRATTLEBORO, 


If you've put off ordering them up to now, consider this for a moment: Genuine Dunham's Tyroleans® 
are nationally recognized as the most popular, most profitable outdoor shoes ever made. The most 
imitated, too — but soaring sales in stores everywhere indicate that consumers continue to insist on 
. genuine Dunham's Tyroleans®. Let us send you complete information 


VERMONT 









write today! 


in Canada: Greb Shoes Ltd., Kitchener, Ont. 








If you were told, as an expert and 
experienced shoe fitter, that you 
were getting only about 85 per cent 
“correct” fit in most or many of 
children’s shoe fittings, you’d 
probably protest. But it’s happen- 
ing frequently. 

For example, take a size 7 last or 
shoe in infants’. It measures about 
six inches in length. If, in fitting, 
we add about one inch length for 
grow-room in the shoe, we’ve added 
17 per cent allowance. If the extra 
allowance is only 34 of an inch, then 
the “over-fit” amounts to 12 per 
cent. 

Though there are certainly no ac- 
tual figures available, it’s estimated 
that the majority of children’s shoes 
today are being fitted with an allow- 
ance of “grow-room tolerance” aver- 
aging between 10 and 15 per cent. 

The Child Foot Research Depart- 
ment of the R. J. Potvin Shoe Co. is 
extending its studies in this area in 
an effort to establish a better grow- 
room tolerance figure in children’s 
shoe fitting—to provide better fit. 
On the basis of its present (though 
uncompleted) studies, however, the 
company thinks that somewhere be- 


your 
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tween six and eight per cent of 
grow-room might be the ultimately 
determined range. 

In other words, a half inch 
grow-room allowance would be ac- 
ceptable, but beyond that the fitting 
enters the danger zone. 

But is a_ half-inch allowance 
enough? States Paul DeFalco, the 
company’s vice-president in charge 
of sales, who actively participated in 
this study, and who has had over 
30 years of retail and fitting experi- 
ence in the children’s shoe field, “A 
half-inch grow-room allowance is 
quite ample—provided the last and 
shoe are properly designed. But if 
the design is incorrect, then even a 
full inch may not be enough.” 

For correct fit—and this applies 
especially to smaller children—the 
shoe with the walled or semi-walled 
last at the toe is extremely impor- 
tant, says the company. A shoe with 
a shallow, low-roofed, receding toe 
requires that the toe of the foot re- 
main far back so as not to strike 
the roof of the toe box. Thus, be- 
tween the end of the toe of the foot 
and toe of the shoe may be a full 
inch of “space’—yet with no per- 


missible toe room. 

In the case of the walled-toe front, 
however, the toe of the foot can ex- 
tend just about to the tip of the shoe 
without rubbing against the toe box. 
In such a case, a half-inch grow- 
room is very ample. 


Education Needed 

States Mr. Potvin, “We realize 
that this ‘new’ approach to chil- 
dren’s shoe fitting raises some prob- 
lems. Parents, after years of in- 
doctrination, have come to expect 
the over-long fit as normal and bene- 
ficial. This is also believed by many 
shoemen and doctors. Thus an old 
habit must be discarded for a new 
one. That’s not easy to do. 

“Again, there’s the economy fac- 
tor—the. belief that the more grow- 
room allowance in the shoe, the 
longer the life of the shoe. This is 
not only untrue (the faster the shoe 
goes out of shape, the shorter its 
wear life), but it’s false economy 
because the over-long shoe can bring 
damage to the foot—especially when 
over-long fitting becomes habitual.” 

The company firmly believes that 
a long-term educational job is in 
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order, and that the shoe retailer and 
fitter are the most influential forces 
to accomplish the task. Doctors, too, 
will play an influential role in bring- 
ing this “new message” to parents. 
All literature dealing with this sub- 
ject may have to be revised on this 
point — information contained in 
government pamphlets, professional 
journals, school booklets, newspaper 
and magazine articles, etc. 

Mr. DeFalco adds this point: 
“‘We’ve allowed public thinking to be 
dominated by a negative viewpoint 
—that it costs a lot to keep children 
in shoes. This public attitude has 
been with us for generations. One 
outgrowth of it has been the trend 
toward over-long fitting as a so- 
called economy measure in the same 
way that parents buy kids’ clothing 
with lots of grow-room in mind. 

“It’s up to children’s shoe busi- 
ness to supplant this negative ap- 
proach with a positive one: that the 
cost of shoeing kids properly is part 
of the cost of assuring healthy feet 
for a lifetime. That may cost a 
couple of pairs of shoes more a year. 
But show me the mother who’ll find 
this too high a price to pay for bet- 


ter insurance on her child’s foot 
health—provided she’s made to un- 
derstand. And that’s the educa- 
cational job before us.” 


Shoe Zoo Triples 
Children’s Trade 
(CONTINUED FROM PAGE 51) 

behind shoe displays on shelves set 
into the wall. Beige is the color of 
the floor covering. Light comes from 
goose necked lamps springing out 
of the walls. 

At one end of the room, a rocking 
horse invites youngsters who tire of 
watching while their brothers or 
sisters are being fitted. At the other 
end, a four-horse merry-go-round, 
operated by foot pedals, performs the 
same service. 

On a platform along the side of 
the room, a toy electric train ducks 
through tunnels strategically located 
by Bergstein. A youngster can put 
his new shoes on a flat car, push a 
button and watch his shoes being 
delivered to the cashier’s desk at the 
tromt. 

Showing off his Zoo to a visitor 
recently, Bergstein said: 

“We always start the tour here. 


This room gets the biggest play.” 

He opened the door to a room 
whimsically labeled “The Dooty 
Room.” It was furnished in clean 
Spartan fashion with a tiny toilet, 
about a foot off the floor, and a simi- 
lar wash stand. Next door was the 
Zoo Keeper’s office. Mrs. Rose Marie 
Schoener has been running the Zoo 
since Bergstein opened it April 11, 
1957. 

She keeps careful track of poten- 
tial young customers. She clips birth 
announcements from the newspapers. 
Seven weeks after the birth of a 
child in the Monongahela Valley, his 
parents have received a card from 
Haas’, advising them about the high 
whites their youngster will need. 

Bergstein has copyrighted the 
name Shoe Zoo, which originated in 
an off-hand remark made by a young 
rabbi, Hugo Green. Visiting the 
store, he noticed the animals hang- 
ing from the pipes and said Shoe 
Zoo would be a fine name for the 
place. Said Bergstein: 

“IT hadn’t been sleeping nights 
trying to figure out a name.” 

For children, Bergstein carries 

(CONTINUED ON PAGE 77) 











Women’s 


Dormitory Men's Everett 





Women’s Capeskin 


Dunham's 


OLIPPERS 


“brand name’ line! 





New Capeskin 
imported from 
England 





Men's Opera 


Women’s Cape 


Men's or Women's 
Sheepskin 











Dunham's — the name that made Tyroleans® famous — 
continues to be your one best source for slippers styled to \ / 
sell — priced for profit! From the exciting new Capeskin ™ 
imported from England to the all-time best sellers shown S 
above, Dunham's has the variety of slippers you need to 


make 1960 your most successful selling year . 
reasons why it’s good business to do business with Dunham’s. 





. . 273 more 
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DUNHAM'S 


BRATTLEBORO 
VERMONT 
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Fashion Brown... 


Newest Addition 
to the Broadway Line 






2387 
{talian Slipon with 
Quilted Vamp 


2391 
Blucher 
Moccasin 


These two high style dress shoes 
represent a group of Broadway dress 
oxfords now finished in the season’s most 
wanted shade — Fashion Brown. 


A true, deep brown, this new shade goes 
unusually well with blacks and the dark 
tones currently so much in demand in 
men’s wear. So — for fast turnover and 
excellent profits, be sure your stock in- 
cludes a complete selection of Broadway 
Models in Fashion Brown. 


For full details, see your J. W. Carter 
representative, or write directly to 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 
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Movable Shadow Boxes 


WARREN, R. I.—There’s something new in the way 
of shadow boxes at Warren Shoe Store. They’re mov- 
able! They slide along overhead tracks. 

Advantages? Creation of additional display space 
without taking away any visible-stock shelving, and 
the ease with which shoe displays can be placed in 
front of customers. 

There are four three-foot by four-foot framed boxes 
each holding 15 to 18 single styles. Each shadow box 
is equipped with two rollers which slide along a wall- 
length cornice-concealed metal track. Boxes are hung 
down about three feet from the cornices so that the 
shoes are slightly above eye level. 

Owner Joseph A. Jamiel made the equipment at nom- 
inal cost, using materials he bought at a local building 
supply company. He found that the overhead track was 
available all made up ready to be nailed in position. 

“With this arrangement,” says Mr. Jamiel, “we can 
instantly move any box and bring it directly in front 
of the customer, or we could move all four boxes to- 
gether to present a showing of 60 to 72 different shoe 
styles. By showing the customer many styles in one 
shadow box, it is easier for him to select one or two 
to be fitted. It pleases the customer because he has 
the satisfaction of seeing many styles; it sells the cus- 
tomer on our large selection. 

“From our standpoint, it saves us considerable time 
bringing out different styles. Our salesmen like it be- 
cause it saves time and steps. 

“Another advantage is that it dresses up this family 
shoe store. It takes off the plainness of long rows of 
visible stock and provides eye stoppers. It makes use 
of space that could never be used for stationary boxes 
or displays because, with our large stock, we could 
never give up any of our wall stock space. 

“It’s just one of those ideas that cost relatively little 
but that pay off in greater efficiency and better store 
appearance.” 





The Egyptians who lived four thousand years ago 
bought shoes that were just as modern as ours: They 
were fashioned from either cattle or buffalo leather that 
was tanned with alum, sewn with waxed thread, and 
dyed in all kinds of brilliant colors, such as scarlet, 
green and purple. Egyptian cobblers used tools that 
were similar to ours. They made the leather pliable by 
staking it over a currier’s bench; they cut it with the 
help of a circular knife, and they pierced loopholes in it 
with an awl. But no priest in any part of the entire 
country would think of putting on a single pair of shoes 
for a curious reason: Contact with a dead animal would 
defile his soul. So he shod his feet with papyrus sandals. 


Heavy leathers were made into footgear for soldiers, 
and fine leathers were reserved for the rulers and high 
dignitaries, who had their shoes dyed in vivid colors, 
and encrusted them elaborately with all kinds of jewels. 
They were embossed with gold and secured by beauti- 
fully fashioned buckles attached to straps. They were 
so expensive that one Pharoah actually turned over the 
annual revenue of the fisheries of a large lake, which 
amounted to a really huge sum, to his queen, so that 
she’d have enough cash on hand to pay for her footwear. 
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Outstanding Style and Quality at Attractive Prices 


Cash in 
on Summer Fun! 


Fleetwood 
Circular Vamp 


Corsair 


When they're out for fun, you're in for 
profits .../fyou canshow them values 
like these budget-priced Tyer casuals. 
The Fleetwood Circular Vamp — with 
six colors to choose from isa popular 
choice with women, misses and chil- 
dren. And you'll double your chances 
of selling male leisure lovers when you 
show them both the nubby-weave 
Corsair and the open-weave Bosun. 


Pairup with Tyer casuals and watch 
your pairage grow. 


TYER 


Tyer Rubber Company, Andover, Mass Parents’, Sports Illustrated and other leading magazines. 


Tyer Footwear is advertised in Life, Saturday Evening Post, 


TYER RUBBER COMPANY, Andover, Massachusetts, U.S. A. 
Please send me your new illustrated price catalog on Tyer canvas footwear. 
NAME___. ade agg A eNO RPDS TSE 
STREET. 
CITY. 
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You’re always sure of a 


U.S. Patent 2,789,295 


Shoes made in Process 82 offer many superior They last longer too because they’re sturdier 


selling features. With this unique method of — than shoes made by conventional methods. 
pressure-molded vulcanization, shoes are 

more comfortable because they’re more Yes, sales come easier and customers stay 
flexible and conform gently to the foot. sold with shoes made in Process 82. 


RO-SEARCH 


The pioneering division of 


WELLCO 


1960 Waynesville, North Carolina 
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Letters... 


His Article Got Results 
Editor: 


I just thought you might be interested 
in reactions I noted among my customers 
about that article on sample rooms 
[“Sample Room vs. Store Buying: ‘I’m 
at the Hotel . . .’,” Recorper, January 
15]. In the first place I was quite sur- 
prised at the number who read it! I 
received a few letters at the time com- 
plimenting me, which was very nice; but 
in addition almost every customer that 
came up to see me in the various sample 
rooms had some comment to make. They 
read your publication. 

But this is the “payoff”: In the last 
two weeks I had two men come to my 
sample rooms—one at Long Branch, 
N. J., and one at Allentown, Pa.— 
neither of whom had previously come to 
a sample room. Both had been buying 
from either the catalogue or from visits 
to “shows”; both of course were cus- 
tomers, but I had been unable to get 
either to come up to the local sample 
room. They both read. the article, and 
both had a change of heart! 

Interesting too is that having come up 
the first time and discovered for them- 
selves the quiet and easy way this is for 
them to buy, they both assured me they 


will continue. So thanks to you and the 
Boot anp SHoe Recorper for helping 
me sell them an idea! 

ALBERT JUDELLE 
PHILADELPHIA 


© Mr. Judelle, a shoe traveler, was the 
author of the article to which he refers. 
In it, he emphasized the advantages of 
sample room buying for retailers as op- 
posed to buying in their own stores. 


When Increased Exposure Hurts 
Editor: 


This is in reference to an editorial 
[““Maximum Exposure”] by John Reilly 
in your February 15 issue. I read your 
editorial but I wish to take exception 
to several points. 

Exposure is wonderful and the manu- 
facturer rarely can become “over-ex- 
posed,” but how about the small or 
smaller retailer such as our case? We 
are situated in a county seat, population 
2000, drawing a possible 25,000 to 30,- 
000. In the county seat, and being well 
known, we draw from throughout the 
county. We handle brand merchandise 
throughout our men’s, ladies’ and chil- 
dren’s departments. 

One franchise we have enjoyed for a 
number of years is a branded line of 
children’s shoes. We have one of three 
franchises in the state of Delaware. Last 
year it was decided that more exposure, 


coverage and pairage was needed in this 
area and another account was opened in 
a town approximately 15 minutes from 
our store. Now suppose they [the manu- 
facturer] decide to cover a complete 
circle, and several small towns receive 
franchises. 

In a given area there is a saturation 
point, and if a store gives the service, 
the customer will purchase a $5 to $8 
item at home rather than drive for the 
same item. 

If a store in the center of a circle 
does a volume of $50,000 and four other 
stores surround him with the very same 
merchandise and they each do $10,000 
in their own town, the individual that 
had been doing $50,000 must drop, al- 
though no drop in volume to the manu- 
facturer has occurred. 

True, we as retailers try to protect 
our business and the manufacturer is 
entitled to do the same; but the manu- 
facturer should help the retailer, as the 
better job he does for a resource the 
better it is for himself. 

I have tried constantly to have execu- 
tives cover each area of their salesman’s 
territory in order for them to know what 
can be done and what is being done in 
each section of the county, but to no 
avail. 

JOEL A. BRAUNFELD 
BRAUN’S FASHION STORES 
GEORGETOWN, DEL. 





THESE 


Perforated one-piece leather 
quarter linings . . . built-in 
leather Arch Protector 


Uylon Stitched! 


March 15, 1960 


BABIES & INFANTS SHOES 
. ARE 

BUILDERS OF 
YOUR FUTURE! 


RETAIL PROFITABLY AT 


$395 +6 $495 


862 — White elk leather 
soles. 
B,C.D,E...2-5;5%-8 
882—Red, same as #862 
C, D, 2-5: B,C, D, 5%-8 
872 — Brown, leather 
soles 2-8, Neolite soles, 
8%-12. Same as #862. 
CB £..<48 
B,C,0,€...5%-8; 
B,C,D...8%-12 


860 — White elk, leather 
soles. 
B,C, D....2-5;5%-8 
870 — Brown, same as 
#860. 
C,0..2-5;B,C,D..5%-8 
863 — White, for fat 
ankles, same as #860 
E...2-5;5%-8. 
STEP MASTER 


SHOES, 


Complete customer satisfaction is built-in... in 
wear, value, fit and special features! Creating 
this kind of satisfaction with new babies and 
mothers builds customers for years to come! 


UNLINED PERFORATED VAMP 
QUICK-ON® HIGH SHOES 


861 — White elk, velvet finished chrome bend leather 
soles. B...3-5;C,D...1-5 


INC., GREENUP, ILL. 
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“Ortho-Vent’s best-selling safety shoes are made with 
neoprene soles. We've used neoprene for 25 years” 


chemical resistance. Over the years, new types 


E. C. BRAND 
Vice President 


Ortho-Vent Shoe Co. 


Salem, Virginia 


Mr. Brand says, “Our experience has shown us 
that safety shoes are as important in the small 
plant as they are in the large factory. And 
buyers of Ortho-Vent safety shoes look for 
neoprene soling on our products. We now use 
neoprene soles on every safety shoe in our line.” 


Neoprene assures high-wearing qualities. It’s 
the only soling material that stands up to all 
rugged working conditions. Neoprene soles are 
crack-resistant and keep their flexibility on the 
coldest days. They have excellent oil, grease and 


of neoprene and improvements in established 
types have kept it the longest wearing, most 
resilient soling material you can use. 


The selling power of the neoprene name can 
be put to work right on the shoe sole. To add a 
profitable sales asset to your line of work, serv- 
ice and safety shoes, specify neoprene soles and 
heels. E. I. du Pont de Nemours & Co. (Inc.), 
Elastomer Chemicals Department BS-3, Wil- 
mington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


REG. vu. 5. pat. OFF 


Better Things for Better Living . . . through Chemistry 
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Milwaukee Merchants 
Expect Strong S pring 


MILWAUKEE—Retailers are op- 
timistic about spring. They also 
claim they had an excellent fall 
and winter period. 

February, however, was erratic. 
Milwaukee was mercilessly pelted 
by snow. Store traffic was nil dur- 
ing several days of blizzard condi- 
tions. 


A Nightmare —In the outlying 
shopping centers the snow made 
February a nightmare month. 

However, many retailers reported 
success with special sales at the 
end of the month. They even man- 
aged to unveil the spring and 
Easter promotions. 


Points Dominate — Patents held 
top color spot and pointed toes and 
slender heels held the style leader- 
ship. A trend toward open shoes 
for spring exists. 

Bone was a big surprise in early 
sales and one buyer said bone was 
triple in sales over last year. 


Demand Mules—A strong demand 
for mules and slings is evident. In- 
terest is strong in lustres but bril- 
liant colors are well below esti- 
mates. However, the demand for 
red was good. 





THE 
ABOUT-TOWN PUMP 


Gracefully equare-nipped, « sparkling 
black patent pump imaginatively toe-dipped 
in beige or lilac lustre calf, gold kid 
or black matte calf! Softly 
unlined. Youre for springtime elegance, 
French Room Originals. 


‘ Meil Onders add 23 ins i 2 LE on COD.) s 

On a downtown backdrop, one square- 

nipped pump attracts the reader's eye. 
Chandler's. Denver. {3 col.) 
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Denver Shops Increase Sales 


Sales increase in spite of snow 
as merchants promote summer 
shoes for vacationers. Men pay 
more for shoes and women buy 
bone and patent leather with 
high heels. 


By VIVIAN ANDERSON 


DENVER—Shoe retailers in the 
Denver and Colorado Springs areas 
have plunged in heavy spring pro- 
motions after a February that 
ranged from even with to 10 per 
cent ahead of last year. 

Some blizzard-like weather pulled 
down what most merchants thought 
would have been one of the best 
Februarys in history. According to 
Federal Reserve Bank figures, de- 
partment stores in Denver, Greeley, 
Boulder and Colorado Springs were 
running five per cent ahead of last 
year for the first two months of 
the year. Shoe stores were doing 
about the same. Denver’s year-to- 
date increase was the best for any 
reporting areas in the Tenth Fed- 
eral Reserve District. A substan- 
tial increase in employment was 
cited as a factor in the sales vol- 
ume. 


Summer Shoes—‘Winter holiday 
promotions accounted for our big 
month,” said a leading men’s re- 
tailer. “We promoted summer mer- 
chandise in windows and ads and 
sold not only to those leaving on 
winter vacations, but to the men 
who stayed home and yearned for 
early spring.” 

A popular item in these early 
promotions was a _ ropish-looking 
new jute slipon, priced at $27.95. 
Woven shoes and casuals in brown, 
black and olive tones also sold. The 
same store reported a spattering of 
sales in brown and black leather 
combined with white buck, selling 
for $16.95 to $29.50. 


White Buck Sleeper—White buck 
in combination with dark colors 
was listed as a “sleeper” in several 
men’s stores. Another men’s store 
reported increasing interest in the 
“higher uppers” and in darker 
brown tones. Black is continuing 


to outsell other colors. 


Men Pay More—lIn a department 
store men’s shop, a buyer said that 
he has noted men buying higher 
quality shoes this spring, and cited 
good results from a promotion of 
shoes selling from $17.95 to $35. 
Popular there has been a four-eye- 
let blucher in a deep cocoa shade 
of calf with leather soles and rub- 
ber heels. There has been some 
demand among younger clientele 
for wine calf and deep green tones. 

Bone or ivory and patent have 
been running neck-and-neck in 
women’s shoes. Bone pumps took 
the lead in several stores. Several 
retailers said that slings have not 
taken hold as_ expected, while 
others down the street said that 
there is a growing demand for 
open slings versus pumps. High 
heels (around 23/8’s) continue to 
be most popular except in tailored 
and walking styles. Navy was gain- 
ing along with red as spring ap- 
proached. 


Bridal Promotions — Bridal pro- 
motions have paid off in extra shoe 
sales in several downtown stores, 
with white and pastels — “demi- 
heels in demi-colors”—selling well 
at $13.95 to $19.95. 

Several merchants have found 
February and March the ideal 
months to promote walking shoes, 
emphasizing comfort and style, ma- 
terials and construction. Best-sell- 
ers have been bone and jersey 
brown hornback pumps with 8/8 
heels, bone and maple brogandi 
two-eyelets with 8/8 heels, bone 
brogandi T-straps with open toes 
and open heels, and one-eyelet 
bone and maple brogandis, with 
15/8 tailored heels, selling at 
$14.95; punched leather T-straps 
and slings in bone and white, sell- 
ing at $5.99; and black kid or 
briarwood walking oxfords, selling 
at $17.95 and $18.95. Shag leather 
casuals in bone and sand and 
punched leather casuals in bone 
and black, styled with four-eyelet 
side ties, have sold well at $12.98 
and $13.98. 
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22,000 See St. Louis Show 


By VIRGINIA MARSHALL 


ST. LOUIS—“The largest crowd 
ever to attend any fashion show in 
the United States” went on record 
in St. Louis recently, when 22,000 
watched spring apparel paraded at 
Kiel Auditorium. 

Under sponsorship of the St. 
Louis Globe-Democrat, the full 
gamut of spring ready-to-wear, 
shoes and accessories was pre- 
sented by eight leading stores. 


Good Response—-Dealers are get- 
ting good response to black patent 
leather closed pumps on 23/8 heels: 
to dressy lustre calf patterns of 
champagne and bone colors; to 
tailored-trimmed black calf pumps 
on. mid-heels; and to dressy spec- 
tators combining white suede with 
dark calf tip and heel cover. Al- 
though spring shades of green, blue 
and pink are wideiy displayed for 
17/8 closed pumps and string bow 
ties, sales of these colors are ex- 
tremely limited at present. 

Women’s casuals are faring well 
at county stores. Best selling pat- 
terns are on 4/8 pancake heels or 
8/8 wedges. Lightly napped leath- 
ers are favored over smooth, and 
gray is showing a sales strength in 
casuals that is not evidenced in 
high heeled patterns. Beige, tan 
and gold lead as casual eolors, with 
both bright red and mossy 
greens moving well.; Favored pat- 
terns include high-tongued slipons 
with gold button or buckle trim, 
and one or two eyelet moc-toe ties. 
Best selling toe is narrow, sharply 
tapered, but not pointed. 


Oxford Outsells Slipon — Men’s 
shops and departments downtown 
report increased activity in Febru- 
ary over a rather bleak January. 
Clearances for them were not as 
brisk as they had hoped, and it is 
felt that some dealers are going 
into spring with inventories higher 
than comfortable. With St. Louis 
weather still crisp, oxford types for 
men are outselling slipons, and 
bluchers are ahead of bals except 
on extremely pointed toe men’s ox- 
fords. 

Teen boys are not buying actively 
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this month, family type store own- 
ers say. Replacement pairs of gym 
shoes and black smooth handsewn 
moc-toe strollers are most re- 
quested. Teen girls continue to buy 
white rubber-soled tennis shoes for 
school wear with bulky sox. St. 
Louis’ drier-than-usual winter has 
made it possible for high school 
girls to wear the tennis shoes more 
than a little. It is off-season here 
for proms, and sales of dressy teen 
pumps are spotty. Black patent, 
either completely untrimmed or 
giant-ornamented, is top seller in 
all heel heights for teens. 

A snowless winter kept sales of 
stormwear at the barest minimum 
here until February 25. On that 
date a record fall which stayed on 
the ground for several days moved 
sizeable stocks for all county deal- 
ers and neighborhood stores. 


Philadelphia Retailers 
See Good April Sales 


PHILADELPHIA — Downtown 
retailers predicted a strong finish 
for March and an even stronger 
April after a relatively slow Janu- 
ary and February. 


Pumps Lead—Women’s retailers 
listed black as the leading color 
and the pump as the leading style. 
Black patent had a slight edge over 
the black calf. While one merchant 
said tans and browns ran a strong 
second, another claimed his bone 
pumps were in second slot. 

The closed toe and heel was the 
popular pump style and one mer- 
chant said, “Nobody likes the 
rounded toe but the customer. I 
haven’t been able to get enough 
in stock.” The pointed and tapered 
toes were sales leaders in most 
shops. 


Slipons Look Big — “Loafers, 
loafers, loafers,” was the cry of a 
men’s retailer. He said the slipon 
fashions were his big item this 
spring. 

The moc toe is the style leader 
for the men in sales volume in both 
the slipon and the..blucher. Dark 
browns are gaining. 


Selling Tempo Slows 


In Minneapolis Region 


MINNEAPOLIS — The tempo of 
women’s shoe sales slowed during 
February, especially during the 
last half of the month. 

Retailers say black patent and 
bone calf pumps in closed styles 
appeared to hold the most interest 
for shoppers. 


Mid-Tan Does Well—A major 
department store said mid-tan 
shades did very well. A _ novelty 
leather mesh with a punched ef- 
fect in coordinated shoes and 
handbags also got the nod of buy- 
ers. These were in black patent, 
black calf, bone calf, blue calf and 
nectar, a rusty brown calf. 

Closed heel and closed toe con- 
tinued popular in dressy pump 
styles. There was equally good in- 
terest in the medium (18/8 and 
19/8) and the high (23/8) heels. 


Casuals Sell Slow—aActivity in 
casuals slowed at most outlets. 
One buyer said a stack heel leather 
casual with an 8/8 and 12/8 heel 
in both calf and calfelope sold 
moderately well. Best shades were 
tan, green and beige. Another 
buyer said that glove leather casu- 
als with a wedge heel had been his 
best selling casual. 

A department store buyer said 
both straws and stretch straws in 
closed pump styles continued to sell 
well. At a specialty store, spec- 
tators in blue and white and also 
brown and white started to move. 


Moc Toes Lead—Men’s shoe sales 
were active until the middle of the 
month. Interest in moc toes con- 
tinued big. Black and brown were 
about equally popular. colors in 
men’s footwear. Dressy  slipons 
were selling well for spring at one 
men’s store. There was almost no 
activity in men’s casual shoes. 

Children’s shoe volume continued 
to hold up well. The buyer for a 
group of children’s shoe stores said 
he believed the open winter was 
greatly responsible for this. More 
cvershoes and school shoes were 
sold for that reason. There was an 
increase in children’s dress shoes. 
Business was equal to, if not ahead 
of, last year at this time. 
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‘white is right f 
~~ foriday 
or night 


4 White 
Calt 
OMmeriiien 


Courtesy Valentine Shoe Co. (A Genesco Division) 


a beauty... anytime... anywhere... 


this fine, white calf by Gallun in a superior tannage so ideal for 
summertime shoe fashions. Soft as a fluffy cloud, yet remark- 
ably durable, this supple, satin smooth leather woos milady with 


its stunning good looks and queenly luxury. Plan to brighten 


\" 


TAU 
TAN 


your sales picture with this “Wonderful White” Calf by Gallun. 
A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 
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Boston Shops Re-Order Fast-Selling Bone 


BOSTON—Shoppers did an 
about-face late in February. After 
four or five weeks during which 
they showed little interest in 
shoes, the week ended February 27 
saw active buying. 

Most stores reported good busi- 
ness on early spring styles. Some 
even reported selling materials and 
colors usually bought for the sum- 
mer season. Some merchants felt 
that most of this buying stemmed 
from a desire to replenish shoe 
wardrobes while ample stocks were 
available. 


Meshes Move — Summer - type 
meshes in oxfords, pumps and ties 
were selling well and the demand 
for light beige, or bone, necessi- 
tated re-orders at one shop. “It 
looks like the best year for this 
color,” said the retailer. 

There was also a stepped-up call 
for dress and street shoes in black 
patent as well as black and blue 
calf. Light beige, red and blue 
were the preferred colors in cas- 
uals. 


Black Remains Tops—At another 
store, it was reported that women 


had been buying wedge heel cas- 
uals not only in light beige but 
also in pinks, blues and greens. 
Black remained the top color in 
street shoes, divided about evenly 
between patent and smooth calf. 
Blue came second. The best pat- 
tern was the pump. 

Business is very definitely bet- 
ter than it has been, reported a 
West Street shop. Opened-up types 
ran close seconds to the more con- 
ventional pump types. Black pat- 
ent, bone and blue were the best 
colors. Meshes showed signs of 
being good sellers with the com- 
ing of somewhat warmer weather. 

A day-time pump with squared 
toe was promoted by a two-store 
retailer with a downtown store and 
2 branch store in the Back Bay. 
This came in black patent and in 
Wedgewood green, blue and bone 
calf. 


© Alfred C. Thompson, executive 
vice-president of Miller and 
Rhoads, Inc., Richmond, Va., de- 
partment store, is the new presi- 
dent of the National Retail Mer- 
chants Association. 





Clear Weather Stimulates San Francisco Sales 


SAN FRANCISCO—Clear weather 
helped stimulate shoe sales here. 
Downtown and suburban shopping 
centers reported customers in a 
buying mood and sales totals ahead 
of last year. 

Bright weather also brought out 
spring shoe styles. Several down- 
town stores held spring shoe style 
shows to point up new models and 
stimulate sales figures. 


Do-It-Yourself—One store added 
a novel touch. The women designed 
their own shoes. They selected 
their favorite heels, chose the colors 
and fabrics they wanted, and then 
-had the shoes made to their indi- 
vidual measurements without extra 
charge. 

The materials shown include a 
variety of straws, meshes, nettings, 
laces and woven materials as well 
as the standard leathers. 
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Practically Bare—One style show 
featured new shoe styles with the 
appropriate dresses. One novel num- 
ber was a gold sandal in crushed 
leather with a scalloped top. An- 
other one had a fringed tongue to 
cover the toes while the rest of the 
foot was left practically bare. 

Another shop showed closed and 
extreme open styles including a new 
tapered toe that gives a shortened 
look to the foot. Materials include 
gold kid, silk peau de soie and white 
satin that can be dyed to match the 
customer’s evening frock. There 
are also some soft French leather 
numbers, French straw pumps 
trimmed with leather, and other 
straws in bright colors. 

Some stores are giving prominent 
play to wedges, flats and low heels 
in a variety of colors including 
coffee bean, blue, purple, red and 
pastel shades. 


Retailers in New York 


See Increase in Sales 


NEW YORK—Shoe retailers 
haven’t chalked up any spectacular 
records here since the beginning of 
the year. 

If figures at the end of each 
month equalled last year’s, most 
merchants were relieved. They 
weren’t satisfied! Weather, general 
economic conditions, the late 
Easter, promotions and new styles 
all contributed to the general pic- 
ture. 


A Spotty Month—Retailers said 
January was a good month. The 
extent of “being ahead” reflected 
the success of clearances as well 
as resort business. February was a 
slow, spotty month. Although New 
York didn’t get the severe storms 
that hit other parts of the country, 
rain and blustery weather didn’t 
help the selling picture. The need 
for new shoes didn’t induce the 
customers out into the bad weather. 


Good Prospects — The month of 
March has shown signs of accelera- 
tion and retailers feel the interest 
in new spring shoes will increase 
as Easter gets closer. Prospects 
for business are reportedly bright 
and merchants expect the new 
shoes will sell well and profitably. 

“We think business will be good 
and have bought accordingly,” say 
most merchants. They add, “We 
like to provide for a flow of new 
shoes on a regular basis so fresh 
shoes are coming in all of the time. 
It keeps the enthusiasm of our sales 
people at a high pitch and gives 
us new things for display and pro- 
motion.” 


Bone Is Big — Merchants know 
that if they promote they sell. They 
proved it with bone. Women are 
buying more bone this year earlier 
than ever before primarily because 
it was promoted at the retail level. 
Patent is beginning to open up 
and so is calfskin in bone, biscuit 
tones and navy blue. 

There is a general feeling of op- 
timism. Retailers anticipate good 
business and are stepping up pro- 
motions. Advertising lineage is in- 
creasing and copy is emphasizing 
silhouette, patterns, colors and heel 
heights. 
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Shoe Zoo Triples 
Children’s Trade 


(CONTINUED FROM PAGE 67) 

the Little Yankee line, a regular 
with him since he entered the busi- 
ness 14 years ago, Gerwinettes, Ger- 
berich- Payne and Pied Pipers. 
Gerwinettes’ shiny patent leather 
(gold, black raspberry) are popular 
items at $7.95 for little girls of 
church-going families. 

Another little girls’ item becom- 
ing a staple, said Bergstein, is Ger- 
winettes’ black nylon washable vel- 
vet dress shoe. 

Bergstein says he goes after his 
own particular type of carriage 
trade: “the lunch pail and greasy 
pants set.” 

Bergstein entered the shoe busi- 
ness on his discharge from service. 
He had attended California (Pa.) 
State Teachers College before World 
War II and had taught school briefly. 

He and other young veterans 
pumped life into Charleroi and its 
chamber of commerce. Dissatisfied 
with the town’s small daily news- 
paper, Bergstein and three other 
merchants founded a shopping news- 
paper. Five years ago, they sold it 
for one dollar to the Brownsville 
Telegraph, which still publishes it 
every two weeks, weekly during the 
Christmas season. 

The merchants use the paper to 
launch the mad schedule of promo- 
tions they invent—Wild West Days, 
Las Vegas Days. They give free bus 
rides, make parking available at 
monthly rates of $4. Anything to 
bring the shopper into town and to 
keep him away from outland shop- 
ping centers. 

Charleroi shoe men unite twice a 
year for a Shoe Day sale. The most 
recent was Jan. 13. The day before, 
it was impossible to buy a shoe in 
Charleroi. All the stores were 
closed, a shoe day custom. 

But cooperation doesn’t mean a 
softening attitude toward competi- 
tion. 

During a Las Vegas Day promo- 
tion, Bergstein rigged three crap 
games in his store. A purchaser 
could roll the dice for discounts if he 
chose. Rolling snake eyes (2) or 12 
entitled him to a 50 per cent dis- 
count. A seven roll was a five per 
cent discount, etc. 

A Bergstein competitor got wind 
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of the scheme. The Union Shoe 
Store took out a newspaper ad ex- 
tolling its bargains, adding ‘and you 
don’t have to roll a seven to win 
with these prices.” 


Volk Bros. Adds No. 7 


DALLAS — Three shoe depart- 
ments are featured in Volk Bros.’ 
seventh shoe and apparel store in 
the Dallas area, in the Plymouth 
Park Shopping Center in nearby 
Irving, Tex. 

Each of the three departments— 
men’s and boys’, women’s, and chil- 


dren’s—has vinyl-covered walls in 
copper sand color. Carpeting com- 
bines shades of beige, aqua and 
mahogany. The children’s depart- 
ment is equipped with a foot meas- 
uring device that plays music while 
it measures. 

The store’s exterior is Arizona 
pink and Sierra turquoise brick 
raked with gray mortar. Harold 
Volk, president, said the store was 
designed by Brochstein’s, Inc., 


Houston. Manager of the unit is 
Chester R. Powell, transferred from 
an assistant manager’s post at an- 
other Volk store. 





“for Niceness in Shoes” 


Write for catalog 
and name of nearest 
representative. 


NEW MARKET, 
NEW HAMPSHIRE 





ny 
ol 
Sp wi 


GROWING UP 
TAKES SO LONG! 


PRINCESS 
(13/8 Heel) 


ST. LOUIS SALES OFFICE: Suite 700, 503 N.12th St., St. Louis, Mo. 





Shoe News 


+ 





Scheft Managers Hear Sales Training Stressed 


By OWEN THOMAS 


BOSTON—Other industries offer 
better job opportunities than those 
found in shoe retailing, and this 
industry—faced therefore with “a 
lack of selection in personnel’— 
appears to be turning over its cus- 
tomers at a faster rate than its 
merchandise. 


This was the theme of a talk 


Among the subjects Miss Nor- 
wood suggested were: (1) greeting 
the customer “as if she was a friend 
calling on you at home”; (2) get- 
ting customers seated and “never 
letting them hang no matter how 
busy you are”; (3) walking to the 
mirror with the customer to de- 
termine her reaction to the shoes 
to which she has been fitted; (4) 
making judicious use of flattery; 


Hosts and guest speakers at Boston meeting of H. Scheft Company's managers, 
store coordinators and executives include (from left} William Scheft, president; 
Elaine Norwood, director of fashion and sales promotion for Craddock-Terry Shoe 
Corporation, Lynchburg, Va.; Zenn Kaufman, sales consultant, and Saul Kaplan, 


Scheft vice-president 


given here by Elaine Norwood, di- 
rector of fashion and sales promo- 
tion for all divisions of Craddock- 
Terry Shoe Corporation. She ad- 
dressed a meeting of some 100 man- 
agers, store coordinators and top 
executives of the H. Scheft Com- 
pany, which operates 70 stores and 
leased departments in New En- 
gland, New York and Pennsylvania. 


Stresses Sales Training — Miss 
Norwood emphasized that a rigidly 
adhered-to sales training program 
will enable any merchant to do the 
best he can with what he has. She 
proposed, as a major part of this 
program, the planning of a weekly 
series of store personnel meetings. 
These should be short, preferably 
not more than five minutes, and 
should be held before the store 
opens for business. 
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and general manager. 


(5) making accessory sales by sug- 
gestion, (“If you don’t have match- 
ing bags, suggest gloves, hosiery or 
something else’); (6) thanking the 
customer; (7) implanting in her 
mind the idea that she will be 
more than merely satisfied with 
what she has bought; and (8) ac- 
companying her to the door and 
giving her “your name or card.” 

Other subjects, she said, may 
well be suggested by watching how 
the salesmen handle their jobs. 


Training for Managers — Man- 
agers, too, could do with a bit of 
training, Miss Norwood believes. 
She recommended that a manager 
should fine himself “every time a 
customer walks for size in a basic 
style.” She urged that better use 
be made of information available 
from sales representatives “who 


know how to sell and how to make 
’em move”; that an incentive pro- 
gram be set up as a reward for 
good retail salesmanship, and that 
managers establish a better rela- 
tionship with their sales people by 
getting together with them at in- 
formal meetings and “just chewing 
the fat.” 

Another speaker at the Boston 
meeting, held in the Parker House, 
was Zenn Kaufman, nationally 
known sales consultant. Mr. Kauf- 
man’s articles on “Showmanship in 
Selling” have appeared in BOOT AND 
SHOE RECORDER and he has been 
a featured speaker at shoe indus- 
try gatherings. 


Clinics Included — The meeting 
was preceded by a series of clinics 
held simultaneously in different 
hotel rooms. These were presided 
over by Scheft buyers, and ad- 
dressed by shoemen and advertis- 
ing experts. Shoes bought for sale 
this spring and summer were pre- 
sented. 

The children’s shoe clinic, with 
Harold Levin in the chair, heard 
Sumner N. Gerstein, sales manager 
of the Green Shoe Manufacturing 
Company. Mr. Gerstein said that 
while the children’s segment of the 
business will meet increasing com- 
petition, there’s a bright spot on 
the horizon: by 1965 this country 
will have 30 million children under 
age 10. 

Other speakers at this clinic were 
Dr. Ross Tennant, educational and 
foot health director of The Yankee 
Shoemakers, William Garvin, sales 
manager, and William Haughey, a 
member of the advertising agency 
of Campbell, Emery, Haughey and 
Lutkins. 


Fashion Colors Discussed — The 
clinic devoted to high-style women’s 
shoes featured the I. Miller and 
Capezio lines. Presiding was David 
Shalek of the Scheft organization. 
Fashion colors and materials and 
the foreign influence in styling were 
discussed by Marya Morton, fashion 
director of Capezio; Sue Eastman, 

(CONTINUED ON PAGE 88) 
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Open a Cancellation Shoe Store in Your Town 
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Quality Shoes Since ‘32 * 

M. K. WEIL Shoe Company 
“While in Town See Weil” 

1215 Washington Ave, Saint Louis 3, Mo 
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To Reading and Writing, 


Shoe Shining Is Added 


NEW YORK— Polishing’ the 
apple is a thing of the past for 
students at New York’s John Barry 
Junior High School. Instead they 
polish shoes. 

Each classroom in the school has 
a shoe shine corner equipped with 
a shine box, brushes, cloths, daub- 
ers and a_ wide assortment of 
polishes. The 300 students shine 
each other’s shoes at the shine cor- 
ners daily. 

The makers of Esquire Shoe 
Polish say the classroom shine idea 
came from the school principal, Miss 
Hazel R. Mittelman. Miss Mittelman 
made shoe shining a part of the cur- 
riculum at the school and Knomark, 
Inc., provided all of the equipment 
as part of its promotional campaign. 





“Salesmen on the Road,” a regular 
RECORDER feature, has been tem- 
porarily discontinued. 
Decker, who compiles it, 
rently on a leave of absence. 


Bernice S. 
is cur- 


Customers Help Retailer Pick oy Line 


DETROIT—For the first time in 
its 40-year history, the Hack Shoe 
Company, a Detroit retail firm, left 
the selection of its spring lines to 
its women customers instead of its 
staff. From the company went this 
invitation: 

“Instead of our shoe style com- 
mittee picking styles for us to stock, 
we'd like YOU to tell us what you 
want. You’ll be able to select from 
the complete line of factory sam- 
ples. You may place an order or not 
—as you wish.” 

Apparently many wished to— 
Morton Hack, president, said the 
promotion brought record February 
business to the company’s main 
store, on the fifth floor of a down- 
town office building. He said the 
firm now hopes to repeat the pre- 
views for all selling seasons and ex- 
pand them to its two suburban 
stores. 

As an extra attraction during the 
three-day event, the Hack Company 
offered customers coffee and cake 
and temporarily abandoned its 


Morton Hack, president of Hack Shoe 

Company, gets advice from two of the 

many hundred wemen who attended a 

three-day preview. Customers were 

asked to help the company choose its 
spring line. 


policy of no evening openings. And 
on the first day, each woman visitor 
received a free orchid. 
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NSRA Committee Told: 


Occasion Replaces Season in Child Apparel 


NEW YORK—A radical change 
has come about in the styling of 
children’s clothes. Instead of work- 
ing on a four-season-a-year basis. 
manufacturers are now creating 
clothing for all areas of children’s 
life and activities. 

This was the theme of a fashion 


Reidy, shoe editor of the magazine, 
displayed fabrics and leathers that 
will be important in the children’s 
fall fashion picture. Miss Living- 
stone pointed out that dark-hued 
clothing for children has shown a 
marked increase in acceptance dur- 
ing the past year and is expected 


é 


Chairmen of NSRA Children's Shoe Style Committee discuss color and texture 

with editors of Good Housekeeping. Left to right: Steve Yeager of Steve's 

Shoes, Kansas City, Mo., girls’ school and play shoes; Sumner Gerstein, Green 

Shoe Manufacturing Company, Boston, boys’ shoes; Eileen Reidy, shoe editor, 

and Janet Livingstone, fashion director, of Good Housekeeping; Stephen Heller, 

William Hahn & Company, Washington, D. C., presiding chairman, and J. L. 
Steele, J. C. Penney Company, New York, girls’ dress shoes. 


presentation by Good Housekeeping 
magazine to members of the Na- 
tional Shoe Retailers Association’s 
Children’s Shoe Style Committee, 
at a recent meeting here. 


Janet Livingstone, director of 
the magazine’s fashion department, 
said designers are taking into con- 
sideration “where children live, 
how they go to school, how they 
play and how they spend their be- 
fore-bedtime hours. They’re offer- 
ing clothes suitable for every con- 
ceivable kind of occasion—even 
though they may be very occasional 
indeed. 

“This same technique,” Miss Liv- 
ingstone claimed, “can be applied 
to the children’s shoe business, 
where it is bound to create extra 
sales provided it is effectively ad- 
vertised and promoted.” 


Miss Livingstone and _ Eileen 


to continue popular. 

Indications are that many of the 
key fall colors will derive from the 
madras tones. Emphasis in ready- 
to-wear is on four color families: 
Reds ... with special attention to 
the wine and grape tones. Blues 

in muted combinations with 
gold. Browns .. . from chocolate 
through to the golden’ browns. 
Greens ... olive to loden. Gold is 
important as an undertone, espe- 
cially in the blues, browns and 
greens. 

American tanners have produced 
smooth, brushed or textured leath- 
ers for fall 1960 that match or “go 
with” all these ready-to-wear col- 
ors. Shoe colors include: wine reds, 
blue reds and dark browns; bright 
medium blues; browns ranging 
from light brushed tones, through 
medium, to dark chocolate shades; 
and yellowed olive greens. 


Neiman Push Moves 
Nylon Velvet Quickly 


DALLAS—A complete sellout in 
five days was reported by Dallas’ 
Neiman - Marcus department store 
for David Evins shoes made of 
NyloVel fabrics woven from Du Pont 
nylon. 

Robert O. Alexander, Neiman 
shoe buyer, said he attributed the 
big response to the fact that the 
shoes, although they resembled fab- 
ric, were completely washable and 
furthermore they bore the Du Pont 
trademark. 

“Most of the ladies I talked to,” 
Mr. Alexander said, “were impressed 
by the fact that the velvet-like fabric 
covering was woven of fibers made 
of Du Pont nylon. This meant that 
at long last they could buy velvet- 
covered shoes that were completely 
washable.” The NyloVel fabric is a 
product of Martin Fabrics Cor- 
poration. 

Neiman-Marcus’ campaign was 
kicked off in January with a full- 
page advertisement in color in 
Vogue. The only follow-up was a 
color ad carried in the Dallas Morn- 
ing News. 

The shoes sold for $34.95 and were 
available in pink, oyster, lilac, yellow 
and cobbler tan. Matching bags of 
the same material were also offered 
at the same time. 

The store held another promo- 
tional campaign on the Evins shoes 
this month, but this time only three 
colors—yellow, natural and pink— 
were carried. 
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Vogue ad for David Evins’ nylon velvet 
shoes carried name of Neiman-Marcus. 
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Tucson ‘Ripple Sole 
Week’ Surpasses ’59 


TUCSON, ARIZ.—Shoe retailers 
here completed their second annual 
“Ripple Sole Shoe Week” promotion 
on February 20 with a feeling that 
this campaign had even better re- 
sults than the initial promotion 
last April. 

The Ripple Sole Week promotion 
actually began in Tucson. It has 
since been picked up in other cities 
for the promotion of Ripple Sole 
styles. In Tucson the campaign is 
sponsored by the Tucson Shoe Re- 
tailers Association. 

The 10-day promotion was kicked 
off at a dinner where Nathan Hack, 
the originator of the Ripple Sole, 
addressed the retailers. 

In his speech Mr. Hack said “We 
have not even scratched the surface 
of Ripple Sole’s possibilities here 
and elsewhere.” He discussed the 
relationship between walking exer- 
cise and circulatory health and the 
relationship between aching feet 
and body fatigue. Walking is also 
an effective method for reducing, 
Mr. Hack said. 


Oriental Theme Gains Top Prize in Display Contest 


This window display ‘was acclaimed best in the nation in Freeman Shoe Corpora- 
tion's Spice Brown window display competition, based on company's fall-winter 


color promotional theme. 


The winner, John F. Maney, proprietor of Van Wert 


Bootery, Van Wert, O., gets 12-day, expense-paid trip to Hawaii with Mrs. 
Maney. Background murals for the display were designed and painted by Dale 


Terry, a salesman in the Bootery. He and Mrs. 
Regional winners in the contest were named earlier. 


Maneys to Hawaii. 


Terry are accompanying the 





Comfortable shoes encourage 
walking, he observed, claiming: 
“The Ripple-Soled shoe is gradually 
replacing the hard-pounding flat 
soles; flat soles that have been en- 
dured by men since their inception 


Ripple Sole Shoe Weeks are also 
being held this month or in the near 
future in a number of other cities, 
including Dallas, El Paso and 
Houston, Tex.; Nashville, Tenn.; 
Louisville, Ky.; Boston and Los An- 
geles. 
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cies calculated to insure repeat 
trade are standard practice at Dr. 





Dr. Scholl’s Philadelphia Store Proves: 


Appointments Net Repeat Sales 


Foot Comfort Shop in 
downtown Philadelphia carries this 


PHILADELPHIA—Thousands of Scholl’s 
U. S. shoe stores send regular fol- 


Bhs 


Leon W. Dolan, manager of Dr. Scholl's Philadelphia shop, displays the pedograph 
his attendants use to help solve customer fitting problems. 


low-up mailings to remind their 
customers that it is time for a size pointment cards. 
check or a new pair of shoes. Dr. 


policy one step farther: It gives ap- 


This and a number of other poli- 


Scholl’s shops throughout the 
country. 


Vital to Business—Leon W. Do- 
lan, manager of the Dr. Scholl’s 
shop at 1628 Chestnut St., Phila- 
delphia, for the last seven years, 
said the appointment cards are vi- 
tal to his business. Return ap- 
pointments insure complete foot 
comfort for the customer. Appoint- 
ments also build repeat sales. 

The appointment, said Mr. Do- 
lan, is made as soon as a customer 
is fitted. Personnel emphasize to 
patrons that the return visit, after 
the shoes have been worn for a 
time, will allow them to make cor- 
rections in fit and relieve com- 
plaints. 


= Be 


No Exceptions—Even if a cus- 
tomer thinks his shoes feel good he 
should have the checkup, said Mr. 
Dolan. “We may be able to make 
them feel even better,” he added. 

Mr. Dolan said he feels that by 
giving his patrons the comfort they 
seek at a price they can afford, he 
insures their return. 

A four-month training program 
that each shop attendant under- 
goes before he handles a customer 
of his own gets some of the credit 
for the store’s satisfied clientele, 





Mid-Season Fashion Week Committee ...in Session in N. Y. 


Representatives of the Mid-Season Shoe Fashion Week's 
sponsoring associations—NSMA, NSRA, NESLA and NASCS— 
are included in committee which met during the Fashion Week 
in New York last month. Seated (from left) are: Edward 
Atkins, NASCS; Alfred L. Morse, Morse Shoe Stores, presid- 
ing; Louis Liebson, Edison Bros. Stores, Inc.; Merrill A. Wat- 
son and Iver Olson, both NSMA; Ralph Roussy, Packard-Rellin; 
A. W. Berkowitz, Songe Shoe Manufacturing Corporation; 
Lowis Keane, |. Miller & Sons; Thelma Hennessey, NSRA; 
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David W. Herrmann, Melville Shoe Corporation; Samuel L. 
Slosberg, Green Shoe Manufacturing Company; Sidney Spie- 
gel, Bruce Shoe Company. Standing (from left): Abraham 
Weinman, Five Star Shoe Company; Saul L. Katz, Hubbard 
Shoe Company, Inc.; Maxwell Field, NESLA; Walter Johnson, 
Brown Shoe Company, substituting for Louis J. Schaefer; 
Edward McDonald, NSRA. Not shown: Joseph S. Stern, U.S. 
Shoe Corporation, and William M. Blackie, Genesco, Inc. Com- 
mittee remains in office for next Fashion Week in August. 
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Mr. Dolan added. 


School in Chicago—A new at- 
tendant works one month in the 
shop under supervision. He then 
attends Dr. Scholl’s school in Chi- 
cago for two months. After finish- 
ing the school, he returns to the 
store for another month of train- 
ing. 

The store has another attraction 
for customers. Booths that line one 
wall allow each visitor to be served 
in privacy. The store also boasts 
two chiropodists and two masseurs 
to handle any special foot prob- 
lems. 

Attendants recommend chiropo- 
dist care or massage treatments 
when they find serious foot difficul- 
ties. 

Mr. Dolan himself has a_back- 
ground of 16 years with Dr. 
Scholl’s and 35 years as a shoe re- 
tailer. 


Stolls, a Mobile, Ala., men’s store 
handling Nunn-Bush footwear, has 
opened a suburban store in the new 
Springdale Plaza Shopping Center. 
Dan Greer is the manager. 


‘Miracle Materials’ 


To Get Fall Promotion 


NEW YORK — “Modern miracle 
footwear materials,” as used in new 
ways, new colors and new silhou- 
ettes, will be the National Shoe In- 
stitute’s fall and winter style pro- 
motion theme in children’s shoes. 

The choice was made by the NSI 
Children’s Promotion Committee 
and announced by A. L. Johnson of 
International Shoe Company, acting 
chairman. He served in place of 
W. W. Kiss of Pied Piper Shoe 
Company. 


Nylon Velvet and Scotchgard— 
As examples of “miracle materials,” 
the committee named nylon velvet 
for girls and Scotchgard-treated 
leathers for boys. 

“Nylon velvet,” the group noted, 
“is said to be scuff-resistant and 
impervious to weather—rain, sleet 
and snow. Soil can be removed from 
the lighter shades with warm water 
and soap. The dark shades need 
only to be brushed.” 

Scotchgard is said to make shoes 
repellent to water and oil and resis- 


tant to acids and chemicals. The 
treatment also is said to insure that 
the shoes retain their shape and fit 
when wet and return to their natu- 
ral softness when dry. 


Featured in Magazine—Boys’ and 
girls’ shoes of these materials will 
be featured by Good Housekeeping 
in its August issue, as part of a 
back-to-school apparel story. The 
magazine will focus on new chil- 
dren’s footwear styles in “Treasure 
Chest Colors,” which will include 
the rich tones of greens, reds and 
blues and many tones of browns and 
gold. 

NSI will dramatize ‘modern ma- 
terials” shoes at its style show for 
fashion editors in July, in its fall 
newspaper supplement, in style 
presentations and through other 
channels. 

The Institute’s spring and sum- 
mer newspaper supplement, titled 
“In Step for Spring,” has been 
mailed to 400 daily papers in a 
black-and-white version. A_ two- 
color version, an innovation, has 
been requested by 271 papers. 

The supplement includes 35 
photos of footwear fashions. 





outgrown... 


rarely outworn! 


The barefoot feel 

sun-worshippers love! 

The original Cushioned INSOLE 
sandals, with a reputation for 
longer-wear-built-into-every-pair. Heavy- 
grade cowhide straps. Chrome 

soles. Adjustable vamp 

for proper fit, and 

extra ‘“‘mileage” 


Series No. 710 
Sizes 3-8, 9-12, 13-3 
Brown, White, Red, Tan 





PROMOTION BEST-SELLER 


“- 
Series, Neo £% 13-3 With Hoy-way molded sole for flexible 
Brown, White, Red comfort. Priced for volume sales. 
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BEST EASTER for us ! 
What about yours? 


THE EASTER BUNNIES must have been working 
overtime for Medic! We’ve had the best pre-Easter 
season since Medic began making nationally famous 
Junior Arch Preservers—the finest children’s shoes made. 
We hope this Easter season brings you record sales. It 
is bringing such sales to stores carrying Junior Arch Pre- 
servers—the complete line of feature shoes for children 
of all ages. Highly profitable year-around sales assured 
through doctors’ recommendations. Medic means profits! 
. . .Write today for catalog, descriptive literature, FREE 
BOOKLET on prescription fitting. 


ARCH PRESERVER 


by 
Cag ne 


MEDIC SHOE MANUFACTURERS, INC. © PHILADELPHIA 7, PENNSYLVANIA 
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< creecegy 


| Advance Fall Shoe Market Week, New 

| England Shoe and Leather Assn., 
Hotels Statler-Hilton and Sheraton- 
Plaza, Boston ... 

Accounting and Office Management 
Clinic, Western Session, National 
Shoe Manufacturers Assn., Hotel: 
Statler-Hilton, St. Louis. . ..April 21-22 

MASTA Fall Shoe Show, Middle At- 
lantic Shoe Travelers’ Assn., Ben- 
jamin. Franklin Hotel, Philadelphia 

April 24-26 

Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 

| Piedmont Hotels, Atlanta April 24-27 

Mountain States Shoe Travelers Assn., 

Fall Shoe Show, cand Hotel, 
Denver - April 24-27 

Guild of Better Shoe Manufacturers, 

Fall Openings, members’ showrooms 
New York . ..April 25-29 

Shoe Market of America, ‘St. Louis Shoe 
Manufacturers Assn., Hotels Sher- 
aton-Jefferson, Park Plaza, Statler- 
Hilton and Lennox and St. Louis Mer- 
chandise Mart, St. Louis .....May 1-4 

Northwest Shoe Travelers, Inc., Fall 
Shoe Fair, St. Pau! Hotel, St. Paul, 
Minn. ...May 1-4 

Popular Price Shoe Show of America, 

New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton-At- 
lantic Hotels and New York Trade 
Show Building, New York........May 1-5 
Tanners’ Council of America, Spring 
Meeting, Broadmoor Hotel, Colorado 

Springs, Colo. ...May 2-4 

lowa Shoe Travelers’ Assn., Inc., Fall 

Shoe Show, Fort Des Moines Hotel, 

Des Moines, lowa .. ....May 7-9 

Pacific Northwest Shoe Travelers, Fall 
Shoe Show, New Washington and 
Stewart Hotels, Seattle, Wash. May 7-10 

Ohio Shoe Travelers Club, Fall Shoo 
Fair, Deshler-Hilton Hotel, Columbus 
Ohio .May 8-10 


Southwestern Shoe Travelers Assn., Inc., 
Fall Shoe Fair, Adolphus, Baker. 
@ | = Southland and Statler-Hilton Hotels, 
ra Dallas ; ......May 8-11 
| Indiana Shoe Travelers’ Assn., Inc., 
j Fall Shoe Fair, Claypool 








Indiana 

| Hotel, Indianapolis, Ind. ..May 8-11 

| North American Factory Management 

| Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 


. 
. of Canada, Netherland-Hilton Hotel, 
Over and Over Again taconians are | <2 Se" ee ek 
= » we - A | Mid-Continent Shoe Travelers Assn., 
retailers’ first choice for moderate priced tots-to-teens shoes. | Fall Shoe Show, Biltmore Hotel, Okla. 
homa City, Okla. ............May 15-16 
P Ivani , : 
That's ‘cause they're geared to help you get a big share of the | Fall” ae ee ee 
big, getting-bigger-all-the-time tots-to-teens market with: House and Penn-Sheraton, Pittsburgh 
May 15-18 
Boston Shoe Travelers' Assn., Fal! Shoe 
VOLUME PRICES — help you make the most of mass middle market! cg Thier phlei yr hee ‘shen 
QUALITY CONSTRUCTION — all the important value features of shoes selling at $2.00 Fall Shoe Show, Alexandria ood Bilt. 
and $3.00 more! more Hotels, Los Angeles 
COMPLETE COVERAGE — every important shoe in every important age group — Midwest Shoe Travelers’ Assn., Fall Shoe 
in stock! Show, Palmer House, Chicago. .May 15-18 


PROMOTION PACKED — pre-sold consistently in ti | magazines since 1946! Michigan Shoe Travelers Club, Fall 
Shoe Fair, Hotels Statler-Hilton and 


RETAIL AIDS — to help you tell the Laconian story to your customers! Detroit Leland, Detroit M 22-24 
| oe 
SUPER SERVICE — 24-hour super-speed in-stock service! Central States Shoe Travelers, ahaet af , 


FASHION FIRSTS — first with the fashions that mean the most! America Shoe Fair, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 


May 22-24 


Jd 
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e Financial 


Edison Bros. Chain Lists 
Record Earnings for 1959 


ST. LOUIS — Edison Brothers 
Stores, Inc., in its annual report to 
stockholders, showed record-high net 
earnings of $4,786,429 for 1959. 

Harry Edison, chairman, and 
Irving Edison, president, told stock- 
holders, “The record sales and net 
earnings for 1959 represented by a 
substantial margin the best year in 
the company’s 37-year history.” 

They also said sales so far in 1960 
have been well ahead of last year, 
and they expressed confidence that 
1960 will again reflect favorable 
operating results. 

The annual report listed net sales 
for 1959 at $124,087,292, up 13.7 
per cent. Net earnings on common 
stock outstanding totaled $5.19 per 
share. Non-recurring net income 
equalled 48 cents per share, leaving 
$4,359,147 or $4.71 per share from 
operations, as against $3.48 per 
share in 1958, an increase of 34 per 
cent. 


Beck Profits Improve 


As Sales Increase 5% 


NEW YORK—A. S. Beck Shoe 
Corporation and subsidiaries re- 
ported a 5.5 per cent increase in 
consolidated net sales and a 24.8 
per cent gain in net income for the 
year ended December 31. During 
1959 Beck’s total number of units 
averaged about two fewer than in 
1958. 

In its annual report the company 
listed net sales of $63,720,681 in 
1959 compared with $60,391,387 the 
vear before. Net income rose to 
$705,527 from $565,368 in 1958. The 
*59 profits were smaller, however, 
than for any other year in the 
1950s. Earnings per common share 
amounted to $1.31 against the 1958 
figure of 68 cents, which excludes 
non-recurring income of 29 cents 
a share. 

“The increase in store sales vol- 
ume was an important factor in im- 
provement of earnings in 1959,” 
President Saul Schiff said. ‘“How- 
ever, as in 1958 and 1957, retail 
markdowns during the year ex- 


ceeded our normal experience, and 
our shoe factories were still bur- 
dened with higher expenditures for 
lasts, patterns and dies required 
to manufacture shoes with nar- 
rower toes and slimmer heels, a 
consequence of the change in shoe 
styling.” 

Mr. Schiff said the company is 
following a policy of “conservative 
expansion.” Sales for the first six 
weeks of 1960 showed an upward 
trend, he reported. 


Goodyear Sales, Earnings 


Both Reach Record Levels 


AKRON, O.—The Goodyear Tire 
& Rubber Company reported the 
highest sales and earnings in its 
history for 1959, according to E. J. 
Thomas, chairman of the board. 

He said net income set a new high 
for the fifth consecutive year, rising 
15.6 per cent to $76,008,956. This 
is equal to $2.29 per share compared 
with $1.98 in 1958. Consolidated net 
sales rose 15.5 per cent, topping the 
$114 billion mark for the first time. 
The total was $1,579,257,984. 
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What's New 


Sole for Scout Shoe 


New sole author- 
ized by the Boy 
Scouts for use on 
new, official Hike 
‘n' Camp scout 
shoe is made by 
American Biltrite 
Rubber Company, 
Chelsea, Mass. 
The soles, of Bilt- 
rite Nuron-Crepe, 
carry a_ special 
design, are light 
in weight, pro- 
vide cushion com- 
fort, are water- 
proof and afford 
extra traction. 
Albert H. Wein- 
brenner Company 
makes the shoes. 
Shipments are ex- 
pected to begin 
next month. 





Johnson’s Wax Introduces 


Polishes in Test Market 


A FULL line of shoe polishes de- 
veloped by the makers of Johnson’s 
Wax has been introduced on a test 
basis in Ohio. The company says 


tory.” When the company will mar- 
ket the polishes nationally was not 
announced. 

A spokesman said the polishes 
have been under development for 
three years. Liquid polishes for 
women’s and children’s shoes and 
white shoes are packaged in a non- 
spill, plastic squeeze bottle container 
with built-in applicator. Paste waxes 
for men’s shoes come in a kit that 
also includes a dauber and polishing 
cloth. 


Johnson's new line includes (left to 
right) self-contained paste wax shine 
kit, liquid scuffed shoe polish for chil- 
dren's shoes, white polish, and liquid 
self-shining shoe polish for women. 


Tie-Vamp Sandal 


Ripple Sole sandal with tie-vamp, allow- 
ing adjustment to meet changing foot 
conditions, is made by Kork-Ease, Inc., 
Brooklyn, for "women in white." But the 
company hopes it'll appeal to others, 
too. Full sizes 4 to 10, medium width. 





Esquire Markets Suede Dye 


SUEDYE, a preparation for dye- 
ing the current popular white dye- 
able suede shoes, is being marketed 
by the makers of Esquire polishes. 
It is an additive to be used with 
regular Lady Esquire Evangeline 
Dyes. Suedye is packed and priced 
like the Evangeline Dyes, the com- 
pany said, in four-ounce, pint, quart 
and gallon sizes. 





I'm against 
SIN 


Especially the sin of losing 


~ af 


sales by not having at least one 
good Kangaroo pattern in a fine 
shoe line. Don’t overlook the 
virtues of light, flexible Australian 
Kangaroo, available from 


William Amer Co. 


Surpass Leather Co. 


Ziegel, Eisman Co. 
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Finest Natural Rubber 
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e FISHING BOOTS 


e SPORTING PACS « INDUSTRIAL BOOTS 
e RUBBER FOOTWEAR for men. women. children 








1387 West 9th St 


Distributorships available in many areas. 
Line up with Lasco! Call or write today. 
Distributed exclusively by 


INTERNATIONAL SEAWAY TRADING CORP. 


Cleveland 13, Ohio Telephone MAin 1-1957 
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e About Shoe People 


Tom Duffy, advertising director 
for Acme Boot Company, Inc., 
Clarksville, Tenn., recently tried 
his hand at another type of direct- 
ing. An amateur theatre enthusi- 
ast, he has long been active in the 
Civic Theatre of Clarksville. He is 
a member of its board of directors 
and for two years he has been its 
business manager. In previous 
years he has had the male lead in 
“The Late Christopher Bean” and 
has won “best supporting actor” 
awards in ““The Male Animal” and 
“Janus.” This year he was ac- 
claimed for his work in directing 
“The Rainmaker.” Now, other Acme 
employees are joining the Civic 
Theatre. 

= e e 

Gloria Neumann, formerly fashion 
promotion director of I. Miller Sa- 
lons, New York, has been ap- 
pointed to the same post at Bonwit 
Teller, New York. 

e e * 

Giro R. Samale of Pittsfield, 
Mass., won first prize—a trip to 
Europe for two—in a contest con- 


ducted by Esquire Boot Polish. He 
came closest to guessing the num- 
ber of people who saw the com- 
pany’s advertising campaign in a 
three-month period. All retailers 
and wholesalers carrying the Es- 
quire line were eligible to enter. 
Second prize, a color TV set, went 
to George Ginsburg, Schenectady, 
N. Y., and third prize, a portable 
TV, went to Wayne Johnson, Trin- 
idad, Colo. 
e e os 

L. F. Baumgartner, who recently 
retired as a district sales manager 
for Mishawaka Rubber Company, 
Inc., is recuperating from a broken 
hip. He was a patient in the St. 
Joseph’s Hospital, Mishawaka, Ind. 

ce e 

Phillip Cohn, a Waukesha, Wis., 
shoe merchant for almost 40 years, 
has retired after 59 years of work- 
ing with leather. Mr. Cohn, now 
72, got his start at the age of 13 
in his native Russia. He served an 
apprenticeship with his shoemaker 
father. His retirement plans? 
Fishing . . . and he might like to 


spend a few days a week selling 
shoes. 
# © a. 

Norman C. Whitsett, general 
manager of Hy-Test Safety Shoes 
division, International Shoe Com- 
pany, was among shoemen attend- 
ing the President’s Conference on 
Occupational Safety held in Wash- 
ington, D. C., recently. 


Lawrence Taylor has been ap- 
pointed manager 
of Frank Wer- 
ner’s Union 
Square shoe store 
in downtown San 
Francisco, follow- 
ing the resigna- 
tion of Eustace 
Scripilliti. Mr. 
Taylor has been 
with the Frank \ 
Werner Company WN 
five years and has ‘LAWRENCE TAYLOR 
served as manager of the company’s 
Stonestown and San Mateo stores. 
For a year and a half he has been 
buyer and manager of the “Young 
Shoe Fashions” department at the 
Union Square store. 
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Cushioned Insole Proves Sales Springboard 


NEW YORK—“One of the great- 
est things that has come along.” 

That’s the enthusiastic report of 
Lane Bryant buyer Albert L. Pea- 
cock, whose company has been pro- 
moting Desco shoes with the new 
Red Carpet soles. 

Mr. Peacock, who’s associated with 
one of Lane Bryant’s Fifth Avenue 
shoe departments, started his pro- 
motion with a single shoe last fall. 
He has since added several other 
styles with the same insole filler. 
The insole of the Red Carpet shoe 


ve FREE, ,, BOOKLET! 


“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, R. 1. 


WARNING! ... DON'T BE AN “APRIL 


is made of a new chemical compound 
developed by Desco Shoe Corpora- 
tion for extra lightness, softness 
and springiness. 

The Lane Bryant promotion has 
included department displays and 
newspaper advertising. The result 
has been an enthusiastic response by 
women and increased sales in the 
department. Mr. Peacock said the 
half-inch thick innersoles have been 
a success in the New York store and 
in other cities. 

Building on the current success, 
Mr. Peacock is adding new styles 
for spring. One style will be in five 
colors: white, bone, beige, black and 
red. A different type of sole and 
heel will make one already-popular 
style more generally wearable for 
beth town and country. 

In Philadelphia, J. Frank Tice, 
Strawbridge & Clothier shoe buyer, 
featured the Red Carpet promotion 
in January. A red carpet was placed 
on the floor leading to the depart- 
ment displays and two-column ad- 
vertisements appeared in the major 
Philadelphia newspapers. 


The most profitable "dress-up" season for children is here! Smart 
retailers are ready with an adequate selection of Altschul juvenile 
and teen shoes . . . the smartest-styled in the land! You can be 


ready, too—with Altschul's IN-STOCK Service . . 


. the largest 


selection of children's shoes ready for shipment the day your 
order is received. Be sure! Be ready with America's best-fitting, 
best-looking children's shoes . . . Altschul's! 


GRAY "BUK" & 
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Scheft Managers Hear 


Sales Training Stressed 
(CONTINUED FROM PAGE 78) 


fashion director of I. Miller, and 
Milton Marcus, I. Miller vice-presi- 
dent and sales manager. 

“Middle-of-the-road styles,” as 
exemplified by the Red Cross and 
Florsheim lines, were the subject 
of another clinic meeting. Four 
categories were treated: profes- 
sional shoes, casuals and sports, 
walking spectators, and colors and 
materials. Presiding was Melvin 
Ehrlich, substituting for Calvin 
Friedenberg, and the speakers were 
Marion Marsh, advertising and 
fashion consultant to Florsheim, 
and Howard Samberg of United 
States Shoe Corporation. 


“Fashion at a Price’—A clinic 
on women’s shoes selling at popular 
prices, which introduced the Cotil- 
lion line, was under the direction 
of Bernard Sugarman. Feature 
speaker was Pamela Wood, of the 
Silton Bros.-Callaway advertising 
agency. Categories treated were 
“Fashion at a Price,” “Extra Vol- 


FOOL"! 
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ume Getters” and “Sun Time Is 
Fun Time.” 

The men’s shoe clinic, with Wolfe 
Horenstein in the chair, included a 
discussion also of canvas casuals— 
Keds and Kedettes. Men’s leather 
shoes were discussed by Tim Todd 
of the John E. Lucey Company, and 
Bob Driscoll of Bates Shoe Com- 
pany. The United States Rubber 
Company was represented by Ken 
Koligian. 

Mr. Horenstein announced that 
a promotion of Irish-made shoes 
has been planned for March 16, the 
day before St. Patrick’s Day. 


Britain Studies Shoes’ Effect 


LONDON, ENGLAND — A na- 
tionwide survey into the effect of 
new shoe styles on children’s feet 
will get under way soon in Britain. 
This was reported to the House of 
Commons by Miss Edith Pitt, par- 
liamentary secretary to the Minis- 
try of Health. To insure the sur- 
vey’s independence from both the 
government and shoe manufactur- 
ers, it will be financed and organ- 
ized by a trust fund. 


e Betail Openings 


Tradehome Shoe Stores, Inc., has 
opened its third family store in the 
St. Paul, Minn., area at the new 
Hamline Shopping Center in Rose- 
ville. Tradehome, headquartered in 
St. Paul and headed by Al Mains, 
operates stores throughout the Up- 
per Midwest. In Eau Claire, Wis., 
where Tradehome has had a store 
since 1922, the company has leased 
larger quarters which are being 
remodeled. In Superior, Wis., site 
of a Tradehome unit since 1921, the 
store is being given a modern front 
and a modern interior. 

e e om 

Edison Brothers Stores, Inc., re- 
cently opened two new stores, both 
Baker’s units. One is in Silver 
Springs, Md., and is the fourth 
Baker’s in the metropolitan Wash- 
ington, D. C., shopping area, ac- 
cording to William R. Langston, 
regional manager for Edison Broth- 
ers. Jack Brennan has been named 
store manager. 

The second Baker’s, in the 
Springdale Plaza shopping center 
in Mobile, Ala., gives Edison Broth- 


ers two Baker’s stores in that city. 
The new store has a 30-foot facade 
and a depth of 200 feet. Robert J. 
Harper is the regional manager, 
and Curtis Hamilton has _ been 
named store manager. 


Taggart Shoes, Inc., has opened 
its 10th unit, a ground-floor depart- 
ment in the Anderson-Newcomb 
department store, Huntington, W. 
Va. For 26 years Taggart has op- 
erated a second-floor unit in the 
same store. Managing the new unit 
is Edward (Ted) Snyder, who has 
served in Taggart departments in 
Lima and Portsmouth, O., and 
Charleston, W. Va. 


Yorker Shoes of Providence, R. I., 
has added a larger handbag and 
accessory department following its 
move to a bigger store at 1088 
Chalkstone Ave. The new store, 
two doors from the old one, also 
has a larger frontage. Yorker, a 
family shoe operation, is owned by 
Frank Tammaro. 





FIRST CHOICE 
WITH 

TOP RETAILERS 

AND 


ALSO MAKERS OF 


MOUNT JOY 


—_ er 
die 
REAL BOYS ——_ 
(Gai az 


GERBERICH-PAYWNE SHOE co. 


PENNSYLVANIA 








WELLCO SHOE CORP. Waynesville, North Carolina 


March 15, 1960 





From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


Smarten up, get 


Leathers by Irving: 


Irving Tanning Company 


134-140 Beach Street, Boston ll, Massachusetts 





Double Entrances Insure Traffic, Daylight 


HAMILTON, ONT. — Double en- 
trances encourage a steady flow of 
traffic through the new Hamilton 
store of Antonio’s Bootery Ltd., in 
one of Canada’s largest shopping 
centers. 

Entrances at the front and back 


bring in traffic from two large park- 
ing areas. They also serve to admit 
a flood of daylight at each end of 
the store, for both entrances are al- 
most entirely of glass. 

Instead of installing window dis- 
play setups at the front and rear, 


A 26-foot-lonq murat depicting Venetian scene dresses up the wall above seating 

area in left front section of Antonio's Bootery in Hamilton, Ont. To the right is 

series of panels, each individually colored, which serve as effective backdrops 
for shoe displays. Note alternate entrance at rear. 


Antonio’s prefers to use the space to 
provide street traffic with a clear 
view of the store interior. 

This is a deep, rather narrow 
store, set up as a salon-type opera- 
tion. All stock is concealed, with 
stockrooms conveniently placed at 
the front and rear of the store. 

Supplementing the flood of natural 
light from the two entrances is a 
combination of fluorescent tube and 
recessed lighting that always creates 
a bright and cheerful appearance. 

The floor at the front and rear of 
the store is in gold tile. Gold broad- 
loom runs in front of white and gold 
chairs. Behind a row of chairs along 
the left-hand wall is a 26-foot mural. 
The wall above this mural and ex- 
tending to the rear is in white. 

Breaking up the long, narrow ef- 
fect of the store is a dropped ceiling 
in the center. This section of the 
floor is covered with carpet, setting 
it apart from the tiled sections. 

Shelf and counter displays of fea- 
tured shoe styles are spotted at im- 
portant traffic points throughout 
the store. There also are special 
display sections for handbags and 
other accessories. 





Sensational European 


1. Cupped 
Heel Seat 
2. Cushioned 
Leather Straps 
3. Contoured 
Metatarsal Crest 
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Wearers Actually WALK Away 
Their Foot and Leg Pains! 


Here’s a new, scientifically designed appliance which 
rejuvenates the entire foot, simply by walking in it a few 


minutes each day, (A) Arch elevation 
supports and massages sole of foot. 
(B) Toes are exercised and strength- 
ened by grasping action. Dr. Scholl’s 
Foot Exercizer Sandals help correct 
weak arches, increase muscle and 
nerve tone, strengthen the feet and 
legs, improve blood circulation. 
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Manutacturing News 





NE Factories Prepare 
For Youth Re-Orders 


BOSTON—The closing days of 
February and the early days of 
March found New England manu- 
facturers of juvenile shoes winding 
up a better than average spring 
run. They’re preparing for a 
healthy volume of re-orders. In 
fact, some already have been placed. 

In other parts of the country re- 
tailers have ordered earlier and 
more heavily on whites which this 
year are expected to be good pre- 
Easter sellers. Helping swell the 
manufacturers’ volume, too. has 
been the introduction of the slightly 
tapered toe last in the misses’ size 
run and the use of small areas of 
white ornamentation on black pat- 
ent pumps and straps. 

Spotty conditions continue to pre- 
vail in other segments of the indus- 
try. Women’s dress shoe manufac- 
turers are reported to be quiet 
while those companies specializing 
on novelties and flats are busy, 
many with comfortable backlogs 
which should keep them busy until 
April 1. 

Hand-to-mouth buying of leather 
continues to be the rule. Tanners 
report that calf and side leathers 
are wanted in small lots for quick 
delivery but that forward orders in 
any volume are practically non- 
existent. 


Moc Toes Lead Orders 


Of West Coast Producers 


LOS ANGELES — Lightweight 
moc-toed slipons in black and brown 
llama or boarded calf lead spring 
orders at West Coast men’s plants. 

Company representatives also 
point to the moc-toed blucher with 
shadowed effect as a big order item 
along with the finger-gore slipon 
with the shadowed effect. 

Men’s producers also report good 
orders for the ankle high casuals 
ranging from chukkas to strap 
fastened boots. Also moving are 
pullon styles with elastic gores or 
inserts. 

Order books show closed pumps 
as leaders and these are in white, 
black patent, bone and lustre 
leathers. 
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New York Plants 


NEW YORK—Upstate New York 
shoe manufacturers did well last 
year and they confidently expect re- 
sults as good or better this year. 
But month-to-month operations con- 
tinue to fluctuate. 

In recent weeks, employment in 
shoe plants has dropped moderately. 
The soft spots have been in the 
men’s lines including semi-dress 
and work shoes. Factories, how- 
ever, regard this lag as temporary. 


Factory Inventories — Year-end 
reports of manufacturers pointed 
up the growing inventories carried 
by factories, as retailers continued 
to keep their stocks as low as prac- 
ticable. Part of the increase in 
manufacturers’ stocx of fin:shed 
goods is required by the greater 
number of stores operated by pro- 
ducers. But most major manufac- 
turers continue to strengthen their 
in-stock departments in a bid for 
more business from independent 
stores. 

Orders booked at shoe shows 
have varied from well ahead of a 
year ago to moderately below. 


Lag Temporarily 


There has been strong interest in 
needletoe pumps, especially in black 
patent. Smooth leathers have been 
bought for spring in volume. Bone 
is the strong color. Whites and dye- 
able fabrics for summer have had 
excellent activity. For fall, indica- 
tions seem to point to brown as the 
important color in all lines. Light 
golden, terra cotta and dark browns 
will be featured. 


Fall Shoes—There has been a 
freshening of lines of in-stock 
shoes and manufacturers are put- 
ting an extra emphasis on the fall 
shoes. They are aware that better 
styling is the leading factor in 
competition for more sales in the 
popular price field. 

Endicott Johnson Corporation is 
a good example. Late last year this 
company began what it terms “one 
of the most comprehensive market 
research projects ever undertaken 
in the shoe industry.” When com- 
pleted, sometime early this year, 
the findings are expected to guide 
sales policies with maximum effec- 
tiveness. 





St. Louis Executives Call Production Erratic 


ST. LOUIS—Erratic patterns of 
ordering by retailers are being re- 
flected in erratic factory paces in 
the St. Louis area. 

Production is not regarded as 
steady by all producers and execu- 
tives of several medium-sized firms 
say their plants are not operating 
on what could be termed an even 
keel. 


Tapering Off — At some plants 
production is tapering off. Observ- 
ers indicate that this slowing down 
is coming a few weeks too early 
and is therefore not a heathy busi- 
ness bellwether at this season. 

The spokesman for one novelty 
house indicates that all across the 
country, in general, retailer inven- 
tories are too high and their open 
to buy positions too frail. It is pos- 
sible, he says, that wholesale sales 
of footwear for the spring season 
taken as a whole will fall below the 
comparable months of 1959. 


Voicing Misgivings — With the 
new selling season for fall shoes 
approaching, producers are quietly 
but firmly voicing some misgivings 
over whether or not the industry- 
wide efforts to kick pairage totals 
to new all-time highs may be a 
kick in the wrong direction. Manu- 
facturers call it supply versus de- 
mand, or over-production versus 
under-selling, but whatever the ter- 
minology, there is definite concern 
over the months ahead. 


Applauding Bone — Juvenile 
houses have noted a good pickup in 
orders in the past two weeks. Wo- 
men’s houses are applauding the 
retail activity of bone, along with 
patent leather, as reflected in re- 
orders. Re-orders have come in 
steadily also on early spring pairs 
with stacked leather heels, a trend 
expected to have strong carry-over 
to summer and next fall’s design- 


ing. 





Salesmen + Suppliers 





Customs Bureau Reminds Its Staff: 


Imported Shoes Must Show Land of Origin 


WASHINGTON, D. C.—Imported 
shoes must be clearly marked as to 
country of origin, the U.S. Customs 
Bureau insists in a fresh reminder 
to all customs officials. 

The Bureau’s statement followed 
a recent complaint of the National 
Shoe Manufacturers Association 
concerning improper or illegible 
markings on imported shoes. NSMA 
backed up its complaint with actual 
samples of imported shoes that 
were not legibly or conspicuously 
marked as to country of origin, as 
required by law. 


The Bureau’s Memo—Here’s what 
the Bureau says (in Bureau of Cus- 
toms Circular Letter 3111, sent to 
all customs officials) : 

“There have been submitted to 
the Bureau recently a number of 
imported shoes on which the mark- 
ing of the country of origin is not 
legible and conspicuous as is re- 
quired by Section 304, Tariff Act 
of 1930, as amended. 

“Two of the shoes are marked 
with the name of a city (Paris, 
Tokyo) which in itself is not suffi- 
cient to indicate the name of the 
country of origin. One sandal from 
South Africa is marked ‘Mexicanos 
by U. of S.A.,’ which is not an ac- 


ceptable marking for products from 
the Union of South Africa.” 


About Molded Markings—On sev- 
eral of the shoes the name of the 
country of origin is molded into 
the rubber soles. In order for this 
form of marking to be acceptable, 
the letters should be large enough 
to be easily read and should be in 
a conspicuous place on the sole. 

“Future shipments of shoes shall 
not be released from customs cus- 
tody unless the marking, when re- 
quired, is legible and conspicuous 
as required under Section 304, 
Tariff Act of 1930, as amended.” 


New England Foremen 


To Hold Annual Meeting 


BOSTON—The annual meeting of 
the New England Shoe Foremen and 
Superintendents’ Association will be 
held here at the Hotel Statler-Hilton 
on March 26. Business to come be- 
fore the members will include re- 
ports of committee chairmen and 
election of new officers. 

Guest speaker at a luncheon pre- 
ceding the business session will be 
Joseph D. Ward, Secretary of the 
Commonwealth. 





Spaulding Named a Vice-President of A. C. Lawrence 


PEABODY, MASS. — The A. C. 
Lawrence Leather Company has ap- 
pointed Stuart A. Spaulding as vice- 
president in charge of the Side 
Leather division. This includes the 
Peabody shoe side upper leather, 
patent, Ranchide, cutstock and split 
departments and the South Paris, 
Me., plant. 

Mr. Spaulding joined the company 
in 1947 in the calfskin division. Last 
year he was named general mana- 
ger of the side leather division, in- 
cluding the South Paris plant. 

He is chairman of the Kip Leather 
Committee of the Tanners’ Council 
of America, and a member of the 
Exhibit and Colors Committee. In 
addition he is a director of Leather 
Industries of America. 
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STUART A. SPAULDING 


Mr. Spaulding is a native of South 
Hamilton, Mass. 


ISCO Eyes 12% Gain 
In Sales for First Half 


ST. LOUIS — International Shoe 
Company sales for the first half of 
1960 are expected to total $150 mil- 
lion—12 per cent ahead of last 
year’s first half—“despite the cur- 
rent industry-wide slowing of or- 
ders.” President Henry H. Rand 
gave this report to stockholders at 
the company’s annual meeting. 

In his progress report Mr. Rand 
said, “This is truly a golden out- 
look since sales for the correspond- 
ing period last year, when records 
were set, totaled $134 million.” 
Sales for 1959 as a whole climbed 
16 per cent above 1958 figures to 
a record level, Mr. Rand pointed 
out. He also reported, “Earnings 
improved and the company main- 
tained its unbroken record of con- 
tinuous dividend payments.” 


Higher Earnings Expected — In- 
creased dollar sales anticipated for 
1960 should bring the firm’s earn- 
ings “well over the $1.16 per share 
that was reported for the first half 
of 1959,” Mr. Rand said. Contribut- 
ing to these dollar sales will be the 
Florsheim Shoe Company division 
and the subsidiary, Savage Shoes 
Ltd. of Canada. Both set records 
in 1959, Mr. Rand added, and ex- 
pect to surpass them in 1960. 

Looking ahead to International 
Shoe’s plans for “The Golden Six- 
ties,” the company’s president said 
a new sales-marketing program of 
national scope is in process of com- 
pletion. 

“It will be necessary to go fur- 
ther in the development of retail 
outlets,” he declared. Until 1950, 
a “hands off retail’ company pol- 
icy prevailed. 


What’s Ahead — New products, 
expansion in the field of vulcanized 
construction processes for chil- 
dren’s shoes, a new “super-elec- 
tronic brain” computer, and a na- 
tional TV program on a regular 
basis are among the progress fac- 
tors International is looking for- 
ward to in the 1960s. In addition 
the company will open its 60th shoe 
factory, a modern plant in London, 
Ont. 
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Harry Bennigson Heads 


St. Louis District Group 


ST. LOUIS —Harry Bennigson, 
executive vice-president of Hamil- 
ton Shoe Company, was elected 
president of the St. Louis District 
Shoe Trades Association at a recent 
meeting of the or- 
ganization. Mr. 
Bennigson suc- 
ceeds John Hill of 
International Shoe 
Company. 

Don Martin, 
United Shoe Ma- 
chinery Corpora- 
tion, and Julian G. 
Samuels, Jr., Sam- 7 
uels Shoe Com- © i 
pany, were elected HARRY BENNIGSON 
first and second vice presidents re- 
spectively for 1960. Treasurer for 
the coming year will be Robert P. 
Eberlein, R. P. Eberlein & Com- 
pany. Dwight W. Coultas, Dwight 
W. Coultas Company, was named 
secretary. 

The annual outing for approxi- 
mately 750 members of the St. Louis 
District will be held June 14 at 
Norwood Hills Country Club. 


Dickerson Story: 30 Years, 8 Million Pairs 


COLUMBUS, 0.—Walker T. Dick- 
erson Company is marking its 30th 
anniversary as a maker of women’s 
comfort shoes. The late Mr. Dicker- 
son acquired control of the Riley 
Shoe Company here in February 
1930 and gave it his name. 

During the years since then, the 
company has made and sold more 
than 8 million pairs of shoes, ac- 
cording to Owen H. Dickerson, son 
of the founder and now the presi- 
dent. Retail value of these shoes, 
he said, was $110 million. And the 
raw materials and supplies that 
went into them cost some $25 mil- 
lion, he estimated. 

Owen Dickerson took advantage 
of the anniversary to reveal that 
employees had been paid more than 
$23 million during the three dec- 
ades; fringe benefits to employees 
cost another $1,270,000, and federal 
taxes totaled $2,200,000. 

The company’s officers and direc- 
tors, in addition to Owen Dicker- 
son, include F. E. Burke, vice- 
president; E. T. Melancon, treas- 
urer, and C. G. Shriner, secretary. 


A few years ago the company 
bought a site in southeast Colum- 
bus for eventual erection of a mod- 
ern, one-story manufacturing build- 
ing. 

Construction is being delayed 
pending sale of the present multi- 
ple-story manufacturing building 
in the near-downtown area, Mr. 
Dickerson said. 


ISCO to Move Sales Unit 


MANCHESTER, N. H.—Interna- 
tional Shoe Company will move its 
Northeast Sales division from here 
to New York City on April 30. The 
shutdown will affect 68 employees, 
but the transfer will not involve the 
International Shoe tannery here, 
company spokesmen said. 

ISCO’s Manchester warehouse is a 
relatively small operation handling a 
limited amount of staple men’s and 
juvenile shoes. Orders for the North- 
east section are now shipped from 
both Manchester and St. Louis. 
Under the new plan, all orders will 
be filled from the St. Louis ware- 
houses. 





ANOTHER SHINING EXAMPLE 
OF HOFFCO’S EXPANDING LINE 


NEW hoffco patent leather renewer 


Now Hoffco gives you an extra measure of tie-in profits with 


“patents”. 


PATENT LEATHER RENEWER brings back the 


glossy brilliance to shoes, renews scuffs and worn spots at the same 

time. It contains high-quality waxes and other fine ingredients 

Non-inflammable and absolutely safe for shoes with plastic heels. 

Hoffco’s PATENT LEATHER RENEWER conditions the leather 

— keeps it soft and flexible, keeps it from cracking. 

It’s ideal for the entire family. 
PATENT LEATHER RENEWER is just one of a complete line 


of Hoffco quality shoe care products . . 


. Shoe Dressings in over 


40 colors, 5 liquid Buck Cleaners, Suede Conditioner, 
Nylon-Velvet Conditioner, Executive Shine and Leather Wax. 
Stock and sell them all — for more profit! 

Call your jobber today. 


HOFFCO PATENT LEATHER 
RENEWER retails for 50¢ in 
the familiar generous size 
bottle—with Hoffco’s famous 
money-back guarantee. 
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MILWAUKEE 11, WISCONSIN 


hi Sie O., inc. 





Ralph Stollmack Heads 
Genesco’s N. Y. Group 


NEW YORK — Ralph H. Stoll- 
mack has been named managing 
director of the Metropolitan Group 
of Genesco, Inc. The Group is an 
organizational classification which 
takes in certain shoe companies of 
Genesco in the New York area. 

Included are Carlisle Shoe Com- 
pany (Mademoiselle and _ Laird- 
Schober); Delman Manufacturing 
Company; the retail distribution of 


Delman Shoe Company, known as 
Deldor; Dior Shoe Company; I. Mil- 
ler Shoe Company, and the retail 
I. Miller Salons. 

Appointment of Mr. Stollmack 
was announced by Ben H. Willing- 
ham, Genesco president. 


Headed Carlisle—Mr. Stollmack 
formerly was president of Carlisle 
Shoe Company. There he is being 
replaced by a two-man team well 
known in the company and also to 
Carlisle’s customers: Ellis Simon 
as president, and Fred Herrmann, 





«qe in cot*® 
shoes feature 
pont ARMATAN leather soles that 
outwear any soling material! 


Nationally 
advertised in— 


POPULAR 
MECHANICS 


Outdoor Life | va 


WRITE TODAY for the 
name of your nearest 
Shaw distributor, and 
new style folder and 
catalog, showing our 
complete line of men’s 
casual, dress, work and 
comfort shoes. 


M. T. SHAW Inc., Coldwater, Michigan 
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Policemen, firemen, mail carriers — all men 
who find walking an important part of their 
job, insist on long wearing soles. Now you 
can give them super-wearing LEATHER 
soles, with all the comfort and satisfaction 
only leather can give. This new ARMATAN 
resin-impregnated oak leather outwears 
any soling material, protects against 
water damage and retains its shape! 
Note the famous Shaw “heel-to- 
toe cushion” and other fea- 
tures described under the 
illustration. Never have 
you seen such a combi- 
nation of features in 
one steady selling, 
proven style — plus 
the selling power of 
genuine ARMATAN 
leather soles! 

Shaw's unique Trade Builder way of supply- 
ing you with OVERNIGH® service from 
the over 60 Shaw distributors in every sec- 
tion of the country, gives you low inven- 
tories, high profits, and SHOES WHEN 

YOU WANT THEM! 


MIKE Plump black leather with these famous 
Shaw comfort features . . . FULL HEEL-TO-TOE 
AIR-CELL CUSHION . . . CUSHION SIDE ARCH 
SUPPORT . . . RESILIENT METATARSAL PAD, plus 
combination leather counter pocket and backstay, 
storm welt, double ARMATAN leather sole, rubber 
heel, long counter, steel arch, twill lining, Nylon 
stitching, on our fine-fitting No. 1 Combination 
last. IN-STOCK to retail profitably at $14.95 — 
AN INCOMPARABLE VALUE! 





RALPH STOLLMACK 


executive vice-president. 

Edward Russell continues as 
president of I. Miller Shoe Com- 
pany, and Les Porter as president 
of the I. Miller Salons. Jack Jan- 
sing continues to head up Dior. 
Alan Ornsteen, former executive 
vice-president of the Delman whole- 
sale operation, replaces Rubin Ad- 
ler as president of Delman. 


Close to Management—While of- 
ficially this is a new plan resulting 
from continued growth of Genesco 
and its divisions, the Metropolitan 
Group has always had a close rap- 
port at the management level with 
a member of Genesco’s board of 
directors. The latter person was 
responsible for coordination and 
available for consultation. 

Both Maxey Jarman and Mr. Wil- 
lingham have served in this capa- 
city in the last five years. 


Goodrich Footwear Cited 


For Plant Safety Program 


WATERTOWN, MASS.—The B. F. 
Goodrich Footwear and Flooring 
Company has been awarded a “‘meri- 
torious achievement citation” for ex- 
cellence in its plant safety program. 
The citation was presented jointly 
by Robert A. Chadborne, executive 
secretary of the Associated Indus- 
tries of Massachusetts, and Charles 
L. O’Reilly, president of the Massa- 
chusetts Safety Council. 

Receiving the award was Ray- 
mond H. Blanchard, Goodrich presi- 
dent. To qualify for the citation a 
company must complete at least one 
million consecutive man-hours with- 
out a “lost-time” accident. The 
Goodrich company recorded 1,111,- 
499 accident-free hours. 
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Stout Elected President 


Of John R. Evans & Co. 


CAMDEN, N. J. — R. Gwynne 
Stout has been elected president of 
John R. Evans & Company, tanners, 
succeeding William F. Hickey. Mr. 
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R. GWYNNE STOUT WILLIAM F. HICKEY 


Hickey has become chairman of the 
board, the post formerly held by 
Mr. Stout. 

Re-elected at the company’s an- 
nual meeting were Thomas J. 
Naughton, vice-president; James C. 
Rogers, treasurer, and Winfield S. 
Wilson, secretary. 

On the board of directors are these 
five officers and William A. Hess, 
Thomas R. Hickey, Paul B. Kurtz 
and F. Sturgis Stout. 


New Toe Laster Said to Reduce Fie and wn 


BOSTON—A new toe-lasting ma- 
chine which, it is claimed, will give 
better-looking shoes in less time at 
lower cost, has been introduced by 


the International Shoe Machine Cor- F 


poration here. 

Chief innovation, according to the 
company, is the use of “Teflon” pads 
in conjunction with the wipers which 
help form the upper material to the 
shape of the last. 

Because of its rigidity combined 
with resilience, “Teflon,” a DuPont 
material, is said to provide a positive 
yet flexible action, thus assuring 
tight conformity of the toe materials 
to the last. Other claims made are 
that the use of this machine almost 
completely eliminates “crippling” of 
shoes; eliminates wiper marks and 
scuffing of sides; develops a tight 
conformity of leather to last on the 
first attempt; and can be used suc- 
cessfully by workers with less inten- 
sive training or a lesser degree of 
skill. 

The machine is known as the In- 
ternational Semi-Automatic Toe 
Laster Model F. For use as an ac- 
cessory, the company also has intro- 


International Shoe Machine's new Semi- 
Automatic Toe Laster in operation. Up- 
per has been shaped to last by moving 
shoe downward through “Teflon” pads. 
duced a new thermo-cement applica- 
tor, said to be more easily handled 
and faster. 

From this is fed a new formula 
thermoplastic cement which the com- 
pany believes has superior adhesive 
qualities for all materials generally, 
and for patent leather in particular. 





“es Consumer attraction—LEOTARD and TIGHTS Ensembles. 


for bigger sales with the leading brand — 


full fashioned and seamless 
TIGHTS, LEOTARDS & TRUNKS 


knit of pAwsofr stretch nylon 


a 
s Pe, 


All Popular Constructions 
CHILDREN’S TIGHTS 

Full Fashioned 

Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 


LEOTARDS styled with long 
and short sleeves, scoop 
and high necks 


for Children 

for Women 
* Immediate factory delivery 
* Order direct 
+ Write for 


Illustrated Catalog No. B-3 


The superior quality and perfect fit as-' 
sured by Danskins is the result of over 
ten years’ experience in the styling and 
making of finest tights, leotards and 
trunks. Available in a complete range of 
staple and fashion colors, to help you sell 
more to every customer. 


Your customers will see DANSKINS colorful advertising in 


¢ Seventeen * Mademoiselle * Dance ¢ Ski * Skating 
e N.Y. Times Magazine ¢ Fashions of the Times 
A U.S. PATENTS NO. 2,697,925 <a 
NO. 2,706,389 + NO. 2,799,023 


437 Fifth Avenue, New York 16, N. Y. 
DIVISION OF TRIUMPH HOSIERY MILLS 


DANSKIN, INC. 
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Court Restricts Claims 


In Suit Against United Shoe 


BOSTON—The U. S. Court of 
Appeals for the First Circuit in 
Boston has sharply limited claims 
for damages alleged in a suit brought 
against the United Shoe Machinery 
Corporation by the International 
Shoe Machine Corporation of Bos- 
ton, under the federal anti-trust 
laws. 

The court reversed a September 
1959 decision of the U. S. District 


Court, which had denied a motion by 
United to limit the period for which 
damages could be claimed to the 
four years prior to December 14, 
1956. The higher court based its 
decision on the federal statute of 
limitations which became effective 
January 7, 1956. 

In its original suit, International 
Shoe Machine Corporation had 
claimed treble damages for injuries 
alleged to have occurred during a 
period dating back to 1938. 





WHY FINE FIRMS 
FACTOR WITH 
WILLIAM ISELIN & CO., INC. 





Colonial Reduces Prices 


On Its Metallic Patents 


BOSTON—Colonial Tanning Com- 
pany, Inc., has reduced prices of its 
metallic patent leathers by 10 to 15 
per cent, depending on the grade. 

A company spokesman reported 
“strong interest” in Colonial’s col- 
ored patent leather for fall, includ- 
ing both metallics and regular col- 
ors. The price reduction is “in line 
with this increased activity, and as 
a result of improved production fa- 
cilities,” the spokesman said. 

Colonial is experiencing “strong 
activity” in Sun Copper, Amber 
Bronze, Black Raspberry and Gun- 
metal. In addition, Wild Plum and 
Emerald, the newest promotional 
shades, are being “‘well sampled,” the 
company said. 


Shoe Refinishing Facility 


Is Started in Philadelphia 


PHILADELPHIA—A shoe store 
owner and two designers opened a 
new shoe refinishing plant in Phila- 
delphia on March 1. 

The firm, Tip Top Shoe Refinish- 
ing Company, 177 W. Berks St., will 
be equipped to do invisible mend- 
ing and repair on customers’ com- 
plaints and factory damage work. 
The company will do dyeing, heel 
work, designing and refinishing. 
The owners will serve jobbers, re- 
tailers and manufacturers. 

The partners in the new business 
are Walter Wanio and Wasy! Saha- 
saylo, both European designers for- 
merly with 3A Shoe Refinishing 
Company in Philadelphia, and Dan- 
iel Feldman, owner of two self- 
service shoe stores. 


Ohio Rubber to Add 5th Plant 


CLEVELAND—tThe Ohio Rubber 
Company, whose products include 
polyurethane toplifts for women’s 
shoes, will build a new $3 million 
plant, its fifth, at Fort Smith, Ark. 
Milo J. Marsh, president, said the 
factory is due for completion about 
February 1961. The 190,000-square- 
foot plant will employ around 250 
persons at first. 

Ohio Rubber, a division of The 
Eagle - Picher Company, operates 
plants in Willoughby, O.; Conneaut- 
ville, Pa.; Long Beach, Calif., and 
Stratford, Conn. 
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Where to Buy 








JOBS 


JOBS 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 











Gaffin Becomes Head 
Of N. Y. Wholesaler 


NEW YORK—Seth Gaffin has be- 
come president and sole owner of 
Broitman-Gaffin Shoes, Inc., New 
York wholesale jobber, after buying 
out the interests of Abraham Broit- 

man. Mr. Broit- 
man has retired 
from the company. 
A company 
spokesman said no 
changes in organi- 
zation are planned. 
The firm will con- 
tinue to operate 
from offices at 146 
Duane St., New 
L York. 

SETH GAFFIN “The company 
will continue to specialize in name 
brands and quality shoes for pro- 
motional operations,” the spokesman 
said. 

Broitman-Gaffin is the exclusive 
distributor for the Niccolini and 
Soubrette high-fashion lines, and 
British Classics, tailored footwear. 

In 1959 the company’s sales showed 
a 12 per cent increase over 1958, 
making last year the best in history. 

Seth Gaffin, well known in the 
trade, entered the shoe business in 
1933 at the age of 20. He worked 
for Jack Stern & Sons, shoe jobbers 
and retailers. Three years later he 
moved into a merchandising post 
with Baris Shoe Company, and by 
1938 he had advanced to head buyer 
and general manager. 

He joined Broitman-Gaffin after 
serving in World War II. 
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BOX HANDLERS 
ONLY LONG ARM” 





|For LONG ARM 


| With handles 24", 36", 
48" and 60"; and $4.95 
for those with 72'' han- 
dies. Post paid in USA. | 
The QUICKEST, EASIEST | ] 
and SAFEST wag to get Daroned 
shoes from the high shelves, and you return the 
empties upside down. Satisfaction guaranteed. 
Specify handle length desired and if for men's or 
women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 




















ORTHOPEDIC FOOTWEAR 
TARSO SUPINATOR SHOES® 


—for week or flat feet — 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


232 South Broadway + Yonkers, N. Y. 








Lining Leather in 14 Colors 
HAVERHILL, MASS.—A 


new 
“Aura-Aniline Lambskin” lining 
leather, offered in 14 colors, has been 
introduced by L. H. Hamel Leather 
Company here. It is said to be par- 
ticularly suited for women’s dressy 
and tailored footwear. 

A Hamel spokesman said shoe pro- 
ducers have successfully used “Aura 
Lamb” as a three-in-one operation, 
for vamps, socks and quarters. The 
line is also being used as sock lin- 
ing for unlined shoe styles. In ad- 
dition the firm is offering sueded 
lambskin for counter linings in 
matching colors. 


JOBS 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

"While in town see Weil" 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since 32, 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Louis 3, Missouri 





For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks lll Price Ranges 


Fue by! A 








MOSINGER-COHN 


1235 Washingto Louis 3, M 








RUBBER FOOTWEAR 








TOP-SIDER 


17 Rubber Ave., Naugatuck, Ct. 


Wos. $9.95 
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Personnel 





W. W. BUTLER 
Elected VP 


T. R. VOLENETZ 
Manufacturing Head 


Promoted... 


T. R. Volenetz, from assistant to 
the director of manufacturing for 
Brown Shoe Company, St. Louis, 
to director of manufacturing for 
the firm’s Brown division. He will 
supervise all shoe faccories, wood 
heel plants, the pattern depart- 
ment, tag department, requirement 
department and foremen training 
program. 

Elliott Adelman, Theodore Po- 
rosky and Albert Ross, to vice- 
presidents of A. S. Burg Company, 
Boston shoe fabric firm. Mr. Ross 
remains assistant treasurer and 
Aaron Weinstein has been made 
secretary and assistant treasurer. 


Elected... 


W. W. Butler, vice-president of 
Graham-Brown Shoe Company, 
Dallas wholesaler, in addition to 
his post as sales manager. 


Appointed... 


Floyd W. Linn, general sales 
manager for Allen-Edmonds Shoe 
Corporation, Belgium, Wis. He suc- 
ceeds E. Richard Allen, who will 
devote all his time to the manage- 
ment of retail shoe stores and de- 
partments. 

William J. O’Rourke, general 
manager of the combined Empire 
Specialty Footwear Company and 
the Endicott Johnson Corporation 
of Massachusetts, divisions of Endi- 
cott Johnson Corporation, Endicott, 
N. Y. Everett Raitt, manager of 
Empire Specialty Footwear, and 
Herbert Clark, of Endicott Johnson 
of Massachusetts, continue in their 
present capacities. Mr. O’Rourke 
formerly was sales manager of the 
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WILLIAM O'ROURKE 


FLOYD W. LINN 
Appointed by EJ 


General Manager 


United Men’s Division, Brown Shoe 
Company. 

George Grumet, sales representa- 
tive in Illinois for Cotillion Foot- 
wear, Boston. 

Leonard Clark, sales representa- 
tive in the Manhattan area for 
Swan Shoe Company, Inc., Balti- 
more, succeeding Charles Hav- 
ranck, who retired. He has been 
covering New Jersey, Westchester 
County and other parts of New 
York. 

Al Berkowitz, California-Nevada- 
Arizona sales representative for 
Somersworth Shoe Manufacturing 
Company, Somersworth, N. H. 

Paul Factor, sales representative 
for Medwed Footwear, Inc., Skow- 
hegan, Me. Besides selling through- 
out the U. S., he will style and mer- 
chandise the company’s line of 
casuals and moccasins. 

Harvey L. Rutz, salesman for 
B. F. Goodrich Footwear and 
Flooring Company, Watertown, 
Mass. He will carry the Hood line 
in Oregon, Southern Washington 
and Eastern Idaho, succeeding 
Frank Hunt. 

Miss Jean Johnson, copy chief, 
and Norman Paulson, production 
chief, in the advertising depart- 
ment of Freeman Shoe Corporation, 
Beloit, Wis. H. Charles Farmer re- 
signed as advertising manager. 

Edward L. Olsberg, sales repre- 
sentative for A. J. Bergren Com- 
pany, Chicago jobber, covering the 
South Chicago area. 

Henry Berman, as a member of 
the merchandising and planning 
committee of National Shoes, Inc., 
New York-headquartered chain. He 
is a buyer of men’s, children’s, 
misses’ and boys’ shoes. 

Sidney Winfield, as director of 


HARVEY L. RUTZ 


AL BERKOWITZ 
Joins Goodrich 


To Somersworth 


retail sales for the A. S. Beck 
chain, New York. He is a vice- 
president. 

Kenneth Dudley and Walter Dud- 
ley of the Omemee Tanning Com- 
pany, Ltd., as representatives of 
General Split Corporation, Milwau- 
kee, covering Ontario and Quebec. 

Parker Bowman, as St. Louis 
sales representative for Hiteman 
Leather Company, Inc., West Win- 
field, N. Y. 

Lew Marder, as sales manager 
for Stanbee Company, Inc., in 
Lynn, Mass. 

William Lenz, as superintendent 
of the Imperial Footwear Company 
plant at Farmington, N. H. 


Resigned... 


Joseph J. Rathy, from Lucky 
Stride Shoes, Inc., Maysville, Ky., 
where he was director of design and 
quality. 

S. Charles Hallem, from Trea- 
sure Shoe Manufacturing Com- 
pany, Inc., Brooklyn, where he was 
sales manager. He has joined Krie- 
ger & Rosen Shoe Company, Inc., 
Brooklyn, as sales representative 
in New England and the Midwest. 


Retiring... 


John H. Porter, Sr., from his po- 
sition as senior partner and gen- 
eral manager of the Porter Patent 
Leather Company, Canton, Mass., 
affiliate of the Colonial Tanning 
Company, Inc. His son, John H. 
Porter, Jr., succeeds him as gen- 
eral manager. Continuing as plant 
supervisors are his brother, Simon 
Porter, also a partner, and Joseph 
Altavesta, admitted as a partner 
March 1. 
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Keep Pace: It’s Policy 
At Felt Slipper Firm 


NEW YORK—Current success of 
the American Felt Slipper Com- 
pany’s “Sof-Tred” folding slipper is 
interpreted by the company as 
proof of its ability to keep pace 
with the needs and trends of the 
times. The slipper fits into the 
growing market for lightweight, 
packable clothing. 

Company officials credit their 
ability to recognize trends and to 
design, produce and sell at a popu- 
lar price level, in explaining their 
68-year rise to a position of volume 
production and world-wide distribu- 
tion. 


Variety of Materials—The firm 
makes men’s, women’s and chil- 
dren’s lines, all in the $1-3 retail 
price range. Size range is 4 to 10 
for women; 6 to 12 for men, and 7 
to 3 for children. Materials include 


types suited to the varying seasons. | 


The felt is especially adapted to 
winter; cotton prints, terry cloth 
and vinyl straw to summer; opaque 
soft vinyl and suede-type material 
to all seasons. Two kinds of soles 
are used, both soft and flexible: a 
soft sueded material and a ribbed 
crepe type. 

The shoes are sold with hosiery 
in large department and specialty 


stores; in both hosiery and slipper | 


departments in some stores. 


Ten Manufacturing Processes— | 


For maximum efficiency, American 
Felt Slipper completes a shoe in 10 
processes. At the clicking machines 
a worker can cut felt uppers for 
3000 pairs of shoes in a day, or 
even more when the material is the 
soft vinyl and requires only two 
pieces for an upper instead of the 
four used in the felt slippers. 

In the fitting room, the uppers 
are completed and stitched to soles 
—the inner and outer soles having 
already been laminated. Six men, 
each averaging 3000 pairs a day, 
now hand-turn the shoes. Lasting 
is also done by hand. The final 
step subjects the shoes to a 15- 
minute steam bath. 

American Felt Slipper Company 
dates from 1892. Founder Max 
Greenblatt was succeeded by his 
son, Reuben. He in turn was fol- 
lowed by his son, David, today’s 
president. 
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because White Shoe Care 
is EASY with 4 
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WHITE SHOE LEATHER 


Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 


Chicago 22, Illinois 











LEATHERS 


For dependability and uniformity in 
side leathers — grains and smooth dress 
—workshoe in retan, aniline and glove, 

and athletic goods leathers — the 
HORWEEN line is unsurpassed. 


With a world famous reputation for 
making finest Shell Cordovan, 
HORWEEN SIDES equally deserve 


your consideration. 


HORWEEN LEATHER CO. 
2015 ELSTON AVENUE * CHICAGO 14, ILLINOIS 


NEW YORK 38: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 





Wanted to Purchase 





FIRST CALL... 
We're always ready fo BUY your E D DY 
© COMPLETE STOCKS °* CLOSE-OUTS 


* CANCELLATIONS 


GET TOP DOLLAR °® SPOT CASH 
Phone or Write EDDY SHOE CO. 132 N. 4th St. 
WA 5-9533 or WA 5-3927 Always Reliable Phila. 6. Pa. 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson Chicago, Illinois 
Phone or Wire Collect Wabash 2-3797 











MERCHANTS’ NEEDS WE BUY 


Your BRANDED 





and DISCONTINUED 
SURPLUS STOCK 


Write or Phone 
WaAlnaut 56-2062 


PAY OFF / | | CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











Selected to fit 





your needs! M. STOFF and CO. 
Ideas that will CASH FOR SHOES 


help you get Closeouts—Complete Stores 
real results! Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 


























VINCENT EDWARDS & CO. 





World's Largest Advertising Service Organization 
342 Madison Ave., New York City DISPLAY 





Please tell me more about your news- 





paper ad clipping service and special H 
short term trial offer. Cameron Company Displays 
500 Echo Lane, Glenview, Illinois 


New and originals in plastics and displays 
"To the man who cares about 
his windows" 








Let us re-do your windows 
VINCENT EDWARDS & CO. Send for one of our experts 
342 MADISON AVENUE JACK CAMERON, GUY MALLOY 
NEW YORK CITY JACK L. CAMERON, JR. 














{ 
| 





e Obituaries 


David Goldstein, Pioneer 
Exporter from Italy to U.S. 


FLORENCE, ITALY — David 
Goldstein, 74, a pioneer in export- 
ing men’s and women’s Italian shoes 
to the U. S., died at his home here 
recently after a long illness. 

Mr. Goldstein is reported to have 
been the first exporter to sell Italian 
men’s shoes to the American mar- 
ket. He joined Kurt Wolfelt in 
maintaining the Wolfelt-Goldstein 
Studios, sample rooms, in the Van- 
derbilt Hotel in New York. One of 


| his sons, Boris, represented him 


there while another assisted him 
| in Florence, developing new re- 
| sources and encouraging less known 
manufacturers. 


Later Mr. Goldstein and his sons 
became entirely independent: opera- 
tors of their own export business. 
Boris Goldstein now maintains a 
showroom at 47 West 34th St., New 
York. 

Besides his sons, David Goldstein 
is survived by his widow and a 
grandson. 


LEONARD W. SOMERVILLE, 55, 
vice-president of the Uncas Shoe 
Manufacturing Company, Inc., Nor- 
wich, Conn., died suddenly Febru- 
ary 24. He was a resident of Nor- 
wich for 32 years. His widow, 
Josephine; a daughter, and his 
mother are among the survivors. 


MIKE MENNIES, 65, founder and 
president of Mike Mennies & Son, 
Philadelphia manufacturer of slip- 
pers and infants’ soft soles, died 
February 19 at his Philadelphia 
home. He was active in Jewish 
charities. Surviving are his widow, 
Ethel; a son, Bernard, treasurer of 
the firm; a daughter, Mrs. Martin 
Banks; three sisters, two brothers 
and three grandchildren. 


NATHAN HANDWERGER, 55, 
owner of the Economy Shoe Store, 
563 N. Gay St., Baltimore, died 
February 12 after suffering a heart 
attack. Mr. Handwerger was trea- 
surer of the Associated Shoe Trav- 
elers, Inc., of Baltimore, the Balti- 
more Shoe Club and the local 210 
Associates. Until he bought his 


| own shop about 10 years ago, he 


was a buyer for a chain of ready- 
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to-wear stores. His six sons, Joel 
M., Melvin, Leroy, Philip, Stanley, 
and Robert Louis, will continue his 
business. In addition to them he is 
survived by his wife, Katie, a sister 
and one grandchild. 


CHARLES M. ROUSSY, 76, a re- 
tired Milwaukee shoe retail execu- 
tive, died February 25. He became 
president of the Packard-Rellin 
Shoe Company in 1927 and served 
for 30 years. Before entering the 
retail field he had been a salesman 
for the Rich-Vogel Shoe Manufac- 
turing Company. Survivors include 
his widow, Meta; a daughter, Mrs. 
Bernice Yager, and a son, Ralph F., 
who is active in the business. 


ALBERT GROBER, 86, owner of 


the Grober Shoe Store in Fort 
Smith, Ark., and a one-time shoe 
manufacturer in the same city, died 
February 19. 


LOUIS L. KAPLAN, 58, owner | 


of the Cabot’s Children’s Shoes 


chain in the Los Angeles area, died | 


February 22. His widow, Minnie, 
a son and a daughter survive. 


CHARLES L. DEMING, 72, re-— 


tired Pacific Coast representative 


of G. H. Bass & Company, Wilton, | 
Me., died February 3 in Seattle, | 


Wash., where he resided. He joined 
Bass in 1934 after serving as a 


shoe store manager. He retired last | 
Mr. Deming was a member | 
of the West Coast Shoe Travelers’ | 


year. 


Associates. Surviving are his 


widow, Ina M.; a daughter and a | 


brother. 


OTIS 
salesman 


B. BOYD, 
of The Williams Manu- 


facturing Company, Portsmouth, O., | 
shoe manufacturer, died recently at | 
his Indianapolis, Ind., home. He | 
was with the firm 50 years, travel- | 
Surviv- | 


ing through the Midwest. 
ing are his widow, Ethel; a daugh- 
ter, a granddaughter and _ two 
great-granddaughters. 


ALEXANDER R. MUELLER, 76, 
a retired sales agent for leather 
firms, died February 15 in Mil- 
waukee. He was in the leather busi- 
ness all his life, beginning in 1898 
as St. Louis representative for 
Pfister & Vogel Tanning Company. 
Later he was sales manager for 
the Ohio Leather Company and the 
United States Leather Company. 
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Wanted to Purchase 
CASH 


TOP_ PRICES 


oe SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women's and children's shoes. 


J; ne Faaleans FOR OVER 45 YEARS 


MOSINGER-COHN 


146 DUANE ST., 04. V.¢. <: Waehinanae 





MA 1-3663 








MMM BARIS BUYS for CASH 


B A ® i S com men's, oF ad shoes. - 
THE NATION'S FINEST 


Also complete stores considered 
@ANCELLATION sSheES sobs Ie Fine Shoes From Fine Sources Since 1931 
79-81 Reade Si. « 


Wew York 7, ¥. © Tek WOrth 2-5180 








WE PAY MORE focausc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max 1. Meltzer, Pres. Ivanhoe 1-9830 

















77, a retired | 


B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED 4 
YOUR NAME PROTECTED #4 


B. &R. SHOE CORP. 74 Reade Street, New York 7, WY. WOrth 26358 


Phone or wire 
collect 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 


Union City, N. J. UNion 3-6413 





Phone or Wire Collect 














Classified and Want Ads 


SIDELINE SALESMEN WTD. SIDELINESALESMAN WTD. | SIDELINE SALESMEN WTD. 


SIDELINE SALESMEN || |©PPORTUNITY! 


We have several openings for side 
CHILDREN'S SHOES—"Old Pals” line representatives for our won- 
© $3.95 to $5.95 Retail: Infants, Childs, Misses, and Little Gents derful line of open-stock, in-stock, 
¢ Only 3 Sample Cases. All Shoes in Stock. low-priced Juvenile Footwear. All 
Territories open: open territories are well established. 

California North & South Carolina, Georgia 6% commission, plus bonus. Write. 


Kansas, Nebraska Oklahoma, West Texas NEIL CARLSON, SALESMANAGER 
MEN’ S SHOES—"Air-O-Magic” SEABOARD NATIONAL SHOE COMPANY 
© $8.95 to $12.95 Retail. All Shoes in Stock 22 S. Hanover St., Baltimore 1, Md. 


¢ Only 2 Sample Cases 
H 4 ° SIDELINE SALESMEN WANTED: Beau- 
Territories open: tifully Styled Men’s Flannel Shoe Bags, priced 
California New England States for Giveaway. Al] territories open except 
. . eleven Western States. 10% commission. Re- 
North & South Carolina & Georgia ply to Box 690, Boot ann Snort Recorpzr, 
Chestnut & 56th Streets, Philadelphia ; 39, Pa. 





























_—_W ‘ vin SIDELINE SALESMEN WANTED _ for 
Inquiries Confidential rite To: S. T. Levi Billfold and Men’s Belt Line. 10% Commis- 


H. C. Godman Co. 46 E. Fulton Street Columbus, Ohio Br ee INC, dOe- Bim ‘Strent, 


Cincinnati 2, Ohio. 


FOR SALE 

















SALESMEN WANTED SALESMEN WANTED 








SHOE STORE FOR SALE OR LEASE: 
100 percent location in Atlantic City; Brand 
. New Front and Fixtures. Same Block with 
Complete Lines of Women's Flats, Cas- Blatt, Snellenburg. Reply to Box 694, Boor 


MEN'S SHOES uals, Sports — also Boys’ and Men's AND SHOE Recorper, Chestnut & 56th Streets, 
Dress Oxfords, Casuals and Work Shoes Philadelphia 39, Pa. 











— carried in stock. Territories open: FOR SALE: TWO CHILDREN’S SHOE 
Virginias, Carolinas, Georgia, Ohio, STORES in So. Coliforaie. | Teo pene brands. 
ni H ino; H Excellent rthopedic an ormal Shoe usi 
for young (30-45) aggressive sales- prem age — — ness. Clean stock. Reply to Box 691. Boor 
men to sell a complete in-stock , P ° pre nee Sane, Chestnut & 56th Streets, 
line of Men’s Shoes. Medium to Give full details and references. weit Saks eo 
> 3 4 - ADRIAN X-RAY MACHINE SHOE FIT- 
Bener Grades, with feature con A. MELTZER TER, A-1. Condition. $100.00. “GEORGE'S 


struction, Liberal commission with . SHOES, 11317 South Michigan, Chicago, TI. 
drawing account. Please give com- 28 N. 4th St., Phila., Pa. 


plete history of past experience. MERCHANTS’ NEEDS 


All replies strictly confidential. INSTOCK AND MAKE-UP MEN’S 


WELTS, Women’s Welts ‘ements; Doctors’ 
Reply to Box 689, BOOT & SHOE RECORDER eee So ae S National rep: 1000 IMPRINTED PARCEL POST 


Chestnut & 56th Streets, Philadelphia 39, Pa. tation for quality and fit. Excellent re eat LABELS $3.30 post paid. Sample on request. 
business. ANTIOCH SHOE COMPANY, J. BAILEY, 639 Main, Torrington, Conn. 


P. O. Box 84, Manchester, New Hampshire. 


x SALES REPRESENTATIVES fect a 3 CLASSIFIED 

New -atentec s ipper assages feet as you U 

a a eae ne || lo on oe ADVERTISING RATES 

a a een Manufacturer of High Grade Men's Shoes 
WANTED: EXPERIENCED SALESMAN tet’ tee to Wits aan Wee dias eonk. UNDISPLAYED 


to cover Louisiana, Mississippi and Alabama 


| tory. Please give complete resume and en- 0¢ 
with our very competitive Line of Men’s Dress : - 
Shoes, featuring High-Styled Missiles, Knobs, close photograph with first letter. 2 a word 


Flat Tops, and Saratogas, plus Workshoes, we AB 3 =. on faa, , Minimum (18 words). - $3.60 
Boots, Children’s and Imported Footwear in ° » 

the very low-priced field. Established cea Box number, extra... -$2.40 
and active accounts. Excellent proposition for 

right man. Furnish full details in reply. SAM- Your name and address 


UEL BRILLIABT COMPANY, 86 Lincoln HELP WANTED charged at word rate. 
a Street number one word 


Due to realignment several Central 
and Midwestern territories open 





















































SHOE MANAGER-BUYER: We want Shoe 
Manager-Buyer for the shoe Tevartaiont in fas‘ DISPLAYED 
SALESMEN WANTED operating promotional department store located * 
For Nationally Advertised, In-Stock Line ggg Bl gan S 2 agg lB gE ond $16 per inch 
f Infants’, Children's, Misses’, Youths’ background and references. Reply to Box 692. * the 
pet Growing Girls’ Welts. Your OP- Boor AND SHoe Recorper, Chestnut & 56th Maximum, 46 words to 
FORTUNUTY to. 'abivy on. eopaddlon, Streets, Philadelphia 39. Pa. inch. All material must be in 
established Line with the first name in our office 20 days prior to 
the business—and Quality and Sales FOR RENT publication date. 
Promotion to match! Territories open 
in Mid-Atlantic, Southern and Mid- NOTICE: 


i " i i STORE AND BASEMENT, each _ about 
waren sections pone’ full details and 255 75 ter van tn Mae Tak Gee ee Classified Advertising 
reterences in your reply. | sale Shoe piatriet. Felly equipped. Reply to is payable in advance 
Box 693, Boot anp SHOE REcORDER, estnut 
ADAMS BROTHERS, INC., Pittsfield, N. Ht. & 56th Streets, Philadelphia 39, Pa. 
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CORRAL greater 
profits with... 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot dayin the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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Beauty | 


Treatment for Leather 


It’s the finishing touch that adds sales punch to your shoe line and the surest source for 
that touch is your United Finishing Specialist. 


Through him, United gives you the industry’s largest selection of formulations, plus a 
special group of finishing chemists who continually explore new ways to help you cut 
costs and improve appearance. DURALENE® finishes, for example, have provided radical 
improvements in leather “‘beauty” treatment. 


You can save real money when you tap this United know-how. Let the United Finishing 
Specialist show you how the right finishing touch can be both a beauty — and profit — 
treatment for your shoe line. DURALENE.and other United Finishes are products of 

B. B. Chemical Co., and distributed by United Shoe Machinery Corporation, 140 Federal 


Street, Boston, Massachusetts. 


FINISHES 


PRODUCTS OF B.B. CHEMICAL CO. 


tHE UBMO CATALOG ... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 
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SHOES FOR MEN 


Also Made in Canada and Mexico _} 








EDGERTON 


Tue heritage inherent in the name Edgerton, 
beckons every budget-conscious man. 

Sired by Nunn-Bush experience and depend- 
ability, Edgerton Shoes deliver comfort 


and service usually found only at higher cost. 


So, as the dollar loses its caste, 

look to Edgerton for leverage in trust- 
worthy shoemaking standards. 

Look also to Edgerton for faultless designing 
... the kind of style competence 


that assures your good standing in social 





and business circles. 
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See Your Local Edgerton a/er 
EDGERTON DIVISION « NUNN-BUSH SHOE COMPANY 
Milwaukee 1, Wisconsin 


STAFFORD LAST « Style 7811, Shadowtone Cameo Calf. 
Hand Antique Finish. Also in Black 


BELLA LAST e Style 7866, Shadowtone Cordo Brown Slip-On. 
Hand Antique Finish. Aliso in Black, 


BELLA LAST e Style 7816, Shadowtone Cordo Brown. 
Hand Antique Finish. Also in Biack, 





The making of a good shoe isn’t only a matter of a good last, 
or good leathers or skill and careful workmanship. Each one 
is so dependent on the other that it takes the best of all three 
to produce a shoe worthy of a child’s foot, providing con- 
tinuing fit, support and wear. Good shoes, consistently — 
that’s the story of Stride Rite. And good service, consist- 
ently — from our unequalled in stock department. 


P.S. If you’ve seen the Stride Rite film, you know how much 
goes into a pair of Stride Rite shoes. If you haven’t, ask 
your Stride Rite representative. 


THE SHOE THAT UNDERSTANDS CHILDREN 
Green Shoe Mfg. Co., Boston, Mass. 











